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More Comments by Architects 


on the RECORD'S 


Editorial Collaborations 


“Clearly Thought Through” 


“It has always been clear to me that 
the ‘ lients we professional people want 
to get can best be reached through 
specialized magazines in their own 
lines of interests and activities. 

“I think that thought 
through very clearly means of inter- 


you have 
esting clients in professional services, 
and that your steps will be effective. 


Db. E., NEW YORK CITY 


“4n Opportunity” 


“Your program of collaboration with 
specialized magazines will provide an 
opportunity for architects to establish 
their true function in the eyes of the 


public. F. O. A., TAMPA, FLA. 


“Thank You!” 


\s a long-time member of the Amer- 
ican Institute of Architects (and presi- 
dent for several terms of the Kansas 
chapter) I personally want to thank 
you for the past and present eflorts 
of Architectural Record in helping to 
keep the general public acquainted 
with the value of competent arehi- 
tectural service. 


‘ W. S., SALINA, KANSAS 


“4 Brilliant Idea” 


We yreatly apprect ite your series ol 
articles designed to stimulate planning 
now for post-war building. Carrying 
these messages directly to the group 
most interested in the particular 
building type discussed, by means of 
collaborating magazines, strikes me 
is a brilliant idea 


A. &., BROOKLYN, N.Y. 


“Of Far-Reaching Value” 


1am pleased with the idea, with 
ill it Phe results 
should prove of 
This office, established in 
watched the work of the 


ravine over the 


intent and purpose 
value 
L896, 


far-reaching 


has 
fession and of your ma 
years with interest We anti ipate the 


work and trends of the next ten years 


pro- 


with even Leener interest 





h VW K VMANTTOW OM Wis 
Architectural Record, backed | 
building news-gathering and market 

suging facilitee f KF. W. Dodge 
( ry itt provid t t il ite 
‘ ineer reader ‘ | for 
ticet " 
‘ le Re ‘ 
ulve ‘ ‘ 
| ' 


Pr. s.— The Record showed a 52 
per cent advertising gain in the 


first six months of i911 


a 


“THE BEST CREDIT RISK IN THE 


BUILDING BUSINESS” 


There is a saving that the best credit 
risk in the building business is a church. 

Vhat probably is truer than ever now. 
The war-time prosperity of their con- 
gregations has helped hundreds of 
churches pay off mortgages and build 
up reserves. 

One of the first uses to which these 
new financial reserves will be put is 
construction of more adequate physical 
facilities. 

Ilready we have issued Dodge Reports 
on 1.942 post-war church modernization 
and construction projects fo cost 
S109.189,000! More are in the making. 
for the modern conception of the 
chureh’s place in the community out- 
of the coun- 


modes a large percentage 


trv s 60.000 houses of worship. 
This means that church architects are 
busier than thev have been for vears. 





119 WEST 40TH STREET, 





drawing plans and selecting materials 
and equipment (almost invariably of high 
quality) for churches to be built when 
restrictions are eased. 

Working with church architects are 
hundreds of church property adminis- 
trators, clergymen and heads of building 
committees. That is why Architectural 
Record’s September feature study of post- 
war church design is being prepared in 
the 
publications representing major chureh 


collaboration with editors of two 
property interests: Church Management, 
serving Protestant clergymen and build- 
Chureh 


covering ad- 


ing committee members, and 


Property Administration, 
ministrators of Catholic churches, paro- 
chial schools and institutional property. 


This joint presentation of the best 
current thinking on church design and 
equipment gives you a unique opportu 
nity in September an opportunity t 
talk effectively, through the advertising 
Architectural Reeord, Church 
Property Administration and Chure! 


pages ol 


Vanagement, to both the architects wh 
are specifying quality materials an¢ 
equipment for post-war churches and the 
administrators who consult with arch 


tects on the selection of building prod it 


Closing dates: ARCHITECTURAL RECORD. 
August 25: Cuurcu MANAGEMENT, August 
25. Cuurcu Prorverty ADMINISTRATION. 


<). 


September 15. 


NEW YORK 18, N. Y: 
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NEXT MONTH 


e What is the relationship between the industrial designer 
nd product design engineer? A comprehensive discussion 


ll be found in the article by G. F. Nordenholt, editor, 


duct Engineering. 


e To make your employes more familiar with your com- 
ny and the use to which its products are put, send them 
ies of all advertising and promotional material. Read 
w one company is doing it by J. P. Dods, director of 
vertising, Columbia-Ward-Summerill. 


‘RAIN, Jr., Publisher and Editor 
DARROW, Eastern Editor 


KEITH J. EVANS, Contributing Editor 


e Looking for a plan to help you start an industrial mar- 
ket study? Harry D’Almaine, industrial sales consultant, 
tells in detail how he has set up market research operations 
for several companies. 


e George L. Todd, executive vice-president, The Todd 
Company, in a discussion on the results of aptitude testing 
of salesmen, tells the experiences of his company after 
applying tests to 600 salesmen. 


s 
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The World Reader Behind 
This Guest Review: 


Mr. Buehler, a farmer for as far 
back as he can remember, studied 
Fine Arts at Wooster College in 
Ohio. When the Tuscarawas- 





SHOWING A PRODUCT 
IN OPERATION... 


says LEWIS E. BUEHLER, Manager 
TUSCARAWAS-COSHOCTON ELECTRIC CO-OPERATIVE, INC. 


Coshocton, Ohio 


Guest Reviewer of the advertising in Electrical World, May 13, 1944 


NUMBER 44 OF A SERIES 


























@ Mr. Buehler looked up from the last page of Electrical World 
leaned back in his chair for a general summary. 

“I read the advertising in Electrical World for new ideas”, he sai 
“I’m vitally interested in all products concerned with the distributi 








Coshocton Electric Cooperative of electricity — pole line hardware, distribution transformers, wire ca 
pee — aa .~ cable, poles and other associated equipment. I always study other ad gy, 
protested ignerence ef electrical that present useful information on new products, new processes TI 
engineering. Digging in, he techniques. The product may not be of immediate concern to me big ™ 
burned the midnight oil study- I can always learn something providing the ad is straightforward ee 
donde caress ak kip doesn’t fool around with fancy copy and eye-catchers. hs 
electrical texts. A subscription to “I like cross-section views and good product photographs in adve ae 
Electrical World was sent for fising. I always study photographs showing a product in operatio§® nx 
and he’s been reading it ever Ads using them are constructive and informative.” alr 
_— Mr. Buehler is typical of hundreds of Electrical World subscribeg °° 
“Tye still much to learn— that's among the REA co-ops—men_..who want straightforward advertisi re 
why 1 ctety Benet Carls about technical products — men who represent a sizeable market f j 
avidly —both engineering news : - cle 
and the advertising”, said Mr. the manufacturing supplier. W 
Buehler. 

The Co-operative —and its Postwar Plans: | 
The Tuscarawas-Coshocton Electric Co-operative, Inc. has 725 mil _ 
of energized lines with 2108 connected members. Average consumptio§ ,,, 
per customer is 77 kw-hours per month. With the exception of ¥ fro 

industrial plants, most of the load is rural. 
Postwar, the co-op expects more than 10% increase in its rural cug be: 
tomers. A substantial load increase is expected, due to the addition * 
electric appliances for home and farm buildings. To meet this load i se 
crease, the co-op plans additional line improvement as soon as materi# 7, 
are available. abl 
Plans are now complete for a new, modern headquarters which W§ we 
include a demonstration room and lounge for farm folks. Construct! re : 
awaits availability of materials. 2-way radio ‘ioe 
Mr. Buehler discusses a rural electric between headquarters and line trucks is also for 
extension with a local farmer. definitely planned. | 
the 
for 
airy 
put 
Reports on the Postwar Rural Market: A series of reports on postwar rural lines is a 
being prepared by Electrical World for interested manufacturers. Number 1, “Proba- Cr 


bilities and Possibilities for Line Extension”, is ready, for mailing. Write today for 
your copy. Electrical World—a McGraw-Hill Publication—330 W. 42nd St., 
New York 18, N. Y. 

















INDUSTRIAL MARKETING 


A Postwar Sales Policy 
Goes into Action 


By RALPH D. WYLY 


Advertising Manager, Sterling Tool 
Products Company, Chicago 


HE problems of the Sterling Tool 

Products Company, Chicago, are 
the problems of thousands of small 
manufacturers, and many not so 
small, throughout the country today. 
The difference between Sterling and 
many of its contemporaries is that 
Sterling faced its problems eight 
months ago and began to do some- 
thing about them. While much re- 
mains in the way of detailed develop- 
ment, a solid sales foundation has 
already been completed and Sterling 
now faces the future with confidence, 
ready to launch an aggressive sales 
drive the minute the smoke of battle 
clears away. 


War Changed Everything 


To fully appreciate the develop- 
ment effort which lies behind our pres- 
ent position it is necessary first to 
understand the situation which con- 
fronted us right after Pearl Harbor. 


» to 1942, we had 
been coasting along on 
a comfortable if modest 
margin of volume built 
around old products. 
These products, port- 
able sanding machines, 
were well known to 
certain divisions of in- 
dustry and had been 
used more or less widely 
tor years. 


y of 1942 found 
the Army clamoring 
for more and _ better 
airp..nes with which to 
put the Japs back in 
their place. The same 
Period found S. A. 
Crosby (an engineer- 
inventor hired to bring 
the Sterling line of 


~— 


s 


~~ 


a 


Behel & Waldie & Briggs, advertising a 
ager, Sterling Tool Products Company; 


AUGUST, 1944 


@ An old company with a nondescript sales policy and a newly-designed product sets up 


a clear-cut program for its postwar future. 


® Distribution policies of 100 per cent through jobbers are established. 
® Booklet tells jobbers in ABC language what will be done for them and what they are 


expected to do for the company. 


® Advertising, direct mail, technical bulletins and sales meetings with jobbers’ men are 


planned to support jobbers’ efforts. 


tools up to date), with a model for 
a portable electric sanding machine, of 
entirely new and modern design, em- 
bodying advanced engineering prin- 
ciples never before used in such a tool. 
Army engineers decided that the new 
Crosby machine could serve a useful 
purpose in the war effort and accord- 
ingly issued the necessary directives to 
permit going into production. 


Since then Sterling’s small but ef- 
ficient plant has been engaged ac- 
tively in war work. 

New Sales Policy Needed 

Fortunately, engineer Crosby, now 
President Crosby, was also sales mind- 





Discussing the new advertising and sales promotion program started in conjunc- 
tion with the new postwar sales policy are (left to right): George L. Briggs, 
ency; J. A. Proven, general sales man- 
R. D. Wyly, advertising manager of the 


company, and B. D. Waldie of the agency 


INDUSTRIAL MARKETING, August, 1944 


ed. He knew that with the return 
of peace, Sterling must meet a reor- 
ganized future on a reorganized basis. 
He also felt the need of a basic change 
in sales policies. Thus, late in 1943, 
he brought J. A. Proven into the com- 
pany as general sales manager. When 
Proven took over he found: (a) a 
newly-equipped manufacturing plant 
geared to meet the rigid demands of 
the Army and Navy, the firm’s two 
largest, in fact only customers, dur- 
ing the previous two years; (b) a 
product vastly superior to anything 
known in the field of portable sand- 
ing machines in the prewar years; (c) 
a good firm and prod- 
uct name, the result of 
good product perform- 
ance, fair company 
trade practices and 
consistent advertising 
in the prewar years; 
(d) a sizeable backlog 
of unfilled orders and 
many thousands of in- 
quiries from users and 
potential distributors. 


Realizing that these 
were good portents for 
future growth and feel- 
ing that there was 
about one more war 
year in which to de- 
velop plans and organ- 
ization for a postwar 
push, the company be- 
gan a complete study 


27 


of all its sales problems. 






POTENTIAL MARKETS 





It was found that } 
GRINDING SOS TRAMSPORTATION 
three things need be ACNE 
done (1) Find out es -— See 
where the Sterling sannies._208 Sit vourweer 
markets are; (2) de- 7 
PRODUCTION sete ao 
cide how to reach those BELT SAMDING..25% mASTMAL macnn 
markets; (3) proceed ny ee 
Ore SANDING 15% = WET, WOKING NOUETR: 





to reach them. 


OSM NALATIOG JARDRG 10% 





es 
Market Analysis wae 
WARD SANDING SOR ae. 





The first step was to 
draw up a broad pic- 
ture of Sterling’s markets. This was 
started by consulting with the manu- 
facturers of and abrasive 
papers which are essential in all abrad- 
ing and Next 


t he were 


abrasives 


finishing operations. 


company’s sales records 
analyzed over the previous eight years, 
to determine what classes of industry 
had purchased Sterling Sanding Ma 


chines and in what proportions. 

The results of these studies lead to 
development of chart No. 1 
which shows the broad field of abrad- 


the 


ing. From this it became apparent 
that Sterling products are suited to 
use in only a relatively small portion 


But 


the abrading 


of the total abrading industry. 
it does that 
held is so large that intensive, effec 
tive 


point oul 


cultivation of even a relatively 


small section would result in a very 


substantial and satisfactory volume of 


sales for Sterling. 
Industries Needing Cultivation 


the general 

character of the market, the next step 

the 
the 


Here 


Having determined 


was to which 


field 


define industries 


would comprise immediate 


of operations. again recourse 


was made to information available 





The new Sterling Sales Presentation port- 
folio profusely illustrated with photos, charts 
and diagrams. District managers will use 
this to interest new jobbers and later to 
convince jobbers’ salesmen 


ceed with the next phase of the pro- 
gram, namely, the formulation of a 
definite sales and distribution policy. 


Getting Down to Cases 


At this point it was time to get 
the markets 
known and a decision must be 
made as to the best and most effective 
method of reaching those markets. 


down to cases, were 


now 


You might say, why not follow the 
That 
would have been fine except for the 
fact that the firm really had no satis- 
factory established procedure. Actu- 
illy its distribution had taken a form 
which was half fish, half fowl. 


firm’s established procedure? 


Like many other small manufac 
turers, the company had made cer- 
tain efforts to set up a distributing 


organization, and had at one time dis- 
tributed their products 
through automotive jobbers, but also 


certain of 
sold direct to industry through sales- 
This to considerable con- 
fusion as jobbers frequently sold in- 


men. led 




















REFINISHING 
REPAIRING 


the Saic, 
claim is 
share of the profit. 


learned of 
would also 


What Sales Policy? 


The result was that 
at the the new 
sales manager took over 
there were approximate- 
ly 40 men scattered all 
over the country, com- 


AND : 
time 


posed of direct fac- 
tory men and manu- 
facturers’ representatives working on 
various bases, and in addition there 


were a number of men selling the 
automotive trade through jobbers. It 
was, therefore, important decide 
which way the company policy should 
be shaped, whether to continue and if 


to 


possible improve upon existing dis- 
tribution facilities, or to start 


scratch and build a complete distribu- 


trom 


tor organization. 
New Policy Established 


This point could not be determined 
behind a desk. Accordingly, Proven 
made a quick swing around the coun- 
try, interviewing both Sterling cus- 
tomers, consisting of large and small 
manufacturers, and the manufactur 
ers of other portable tools of non 
competitive character. In addition he 
talked to mill supply and automotive 
jobbers and a large number of man- 
ufacturers’ agents in the industria 
field. This personal survey resulted 
in the decision that Sterling would 
base its sales program upon a policy 
of 100 per cent cooperation with in- 
dustrial jobbers and automotive job 
bers—that henceforth there would b 
no sales direct to users. 

















through three main sources: (1) the dustry, and the direct salesman, if he This decision to g 
records of the _ lead- 100 per cent for dis 
ing manutacturers of -- - ~ on tributors in the post 
abrading papers and | | war era was of prim 
abrasive products, (2) : importance for it en 
the research department cine Sienae hea ! — , con nay aaa abled Sterling to clarif) 
of Sterling’s advertising Quailty Product —— | toting Coast important issues 1im- 
igency, (3) the com- | mediately. By reason o! 
pany’s sales records it, they were able t 
over the peried from give their advertising 
1935 on. agency a green light « 

From these sources proceed with the de 
the industry chart (No. | Sterting Sales Assistance velopment of busines 
2) was developed. It = or ~ marron | paper schedules, ane 
was recognized that | vont = stewmay sah F wee], n | the preparation of dis- 
this chart did not in- | ——— a EES ~ | tributor literature such 
clude all the industries | ALY Seren whe Army ttre te romp of» ~ | as catalog sheets, prod- 
in which the company va any Ay >< | uct folders, en clope 
might expect to find | ; : 2 | stuffers, and busines 
sales potential, but that | ! ; | press publicity. Ft ther, 
it probably did include | | it pointed out tut 
the most important or far as factory sales rep 
primary markets. § It | resentatives are COM 
was considered suffci- LU —_ ee eer } cerned a man’s «bility 
ently comprehensive — jngide spread of Sterling Selected Distributor Policy booklet which clearly °° function as 3 sales 
and accurate to pro- spells out sales policies affecting all Sterling distributors (Continued on pag 108) 
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Third in a series of articles examining postwar prospects of American industries 


By SAMUEL O. DUNN 
“Railway Age” 


Editor 


oe prospects are that the railways 
will make larger expenditures in 
the five-year period immediately fol 
lowing the end of the war than in any 
history. 


previous five years in their 


Purchases of over $2 billion a year 


ire ¢ xpected. 


[he magnificent record which has 
been made by the carriers during the 
Wal period, in the face of inability 
to obtain new equipment and normal 
supplies for maintenance, is due not 
only to the intensive efforts of rail- 
way managements and workers to in- 
sure the best possible use of available 
facilities, but also to the fact that 
the 1921-1931 decade was one of 
great activity in the improvement of 
railre ids. The 
luring that period in equipping the 

better 
and the 
reflected in the huge in- 


great advances made 


railroads to render constantly 
rvice to American industry 
public are 
creases in both freight and passenger 
trathe which they have been able to 
handle during the war period without 
idding materially to their facilities. 


Railroads Have Money 


Another reason why we may expect 
greatly increased buying on the part of 
the oad companies as soon as equip- 
ment and supplies are again available 
Ss that in addition to having the funds 
with which to purchase, railway man- 
igen t has dev eloped an even keener 
marketing and merchandising point 


than ever before. While the 





Record-Breaking Railroad Buying 
Forecast for Postwar Period 


@ Postwar purchases by railroads expected to exceed $2 billion a year. 
@ Rolling stock and permanent structures will be largest recipients of planned improvement 


expenditures. 


@ Railroads will use every possible means to hold a large share of postwar passenger travel. 

@ Faster and more frequent freight service planned to combat inroads of other carriers, 

@ Greater attention to be given to merchandising of railroad services through more careful 
selection and better training of sales personnel. 


railroads have always taken advantage 
of all available improvements in their 
rolling stock, and shop and main- 
tenance equipment and methods, they 
are fully aware of competitive fac- 
tors and are planning to offer their 
public in the 


services LO the most 


attractive and useful forms which it 


1s possible to devise. 


For example, one of the editors of 
Railway Age 


Association of 


has been loaned to the 
American Railroads for 
the purpose of calling on shipper, pas- 
sengers and all others who use railway 
service, for the purpose of inviting 
suggestions and criticisms which may 
be helpful in indicating changes and 
improvements which the railroads can 
make to advantage. They are prepared 
both the kinds 


and the sort of services which 


to supply equip- 
ment 


shippers and passengers want. 


Wartime Job Magnificent 


of the 


bec ause 


The competitive position 
railroads is strong, not only 
of their financial gains, but because 
they have been able to perform their 
great wartime job at lower rates than 
1929. While the 


cost of most commodities and services 


were in eftect in 





teary oe télbrin FivGder 


has increased substantially during the 
war, railroad rates have been sharply 
reduced as compared with 1929. This 
is a situation 


unique in American 


industry. 
Earnings Depend on 
Industry Production 

The forecast of probable expendi 
tures by the railroads postwar is pred- 
assumption that they 
are right who anticipate that the na- 
tional income will exceed $100 billion 
a year in the postwar period. The 
earnings and purchasing power of the 


icated on the 


railways depend, of course, upon the 
total volume of agricultural and in- 
because the vol- 
production determines the 


volume of traffic available to the rail- 


dustrial production, 
ume of 


roads and other carriers. 


If the national income in the post- 
war years is as much as $125 billion 
a year, the railways will have enough 
trafhe to need to expand and improve 
their facilities, and enough financial 
resources with which to do so. On 
the other hand, if the national income 
should decline below $100 billion a 
year, the railways, on the basis of 
would have 
earnings to carry out the 


present wages and rates, 
too little 











"...the railroads obtain most of their revenue from freight 
service, and they are equally alert in planning improvements” 


large programs of expenditures now 
planned. 
Determining Expenditures 

The factors which will determine 
railway expenditures include the fol- 
lowing: (1) the volume of traffic 
available; (2) the needs of the rail- 
ways due to their inability to make 
adequate expenditures both during 
the depression and the war; (3) the 
financial resources available to the 
railroads because of cash accumulated 
during the war and of earnings after 
the war. 

In the ten years ending with 1931, 
railway capital expenditures, which 
include buying of equipment and 
purchases of manufactured materials 
and supplies, averaged $1,850 million 
1 year. In the ten years ending with 
1941 they averaged only $922 million 
a year. In 1942, in spite of record 
trafhc and earnings, and because of 
government restrictions on materials, 
capital expenditures and purchases of 
materials amounted to only $1,546 
million. 


These figures show that capital ex- 


‘Large increase will be made in expenditures for the improve- 
ment and expansion of permanent structures—terminals, yards, 
tracks, signals, buildings including stations..." 


eee 


penditures and purchases were only 
half as large in the decade ending 
with 1941 as in the decade ending 
with 1931, and that they have not 
as yet fully revived, although during 
the war years railway properties have 
been subjected to the hardest use in 
all history. 
Plenty of Money 

During the war years, however, the 
railways have earned an average of 
ibout $800 million a year net income 
available for dividends, and have paid 
dividends of only about $200 million 
Some of the $600 million a 
not paid out in 


a year. 
year earned but 
dividends has been used to retire in- 
debtedness, while the balance, now 
amounting to some $2 billion, has 
been accumulated in railway treas- 
Whatever pur- 
chasing power may be provided by 
earnings during the next five years 
will be augmented at the rate of about 
$400 million by this accumulation of 


uries for future use. 


cash during the war. 
In view of all this experience and 
prospective conditions, it seems highly 


steam locomotives 


"Many new ideas, including train load rates, dual-minimum rates 
part-carload rates, etc., are being studied” 


probable that when the railways can 
get all the equipment and materials 
they may desire to order, their capital 
expenditures and purchases of mate- 
rials and supplies from manufacturers 
will rise to an average exceeding $2 
billion a year. 

This outlay will be made for all 
the purposes for which similar ex- 
penditures were made during the pros- 
perous Twenties, modified, of course, 
by new types of equipment and ma- 
terials which will be available as the 
result of technical progress during the 
war, plus changes and improvements 
in service which will be developed by 
the railroads. 


Permanent Structures 
to Be Improved 


The largest 
tures, no doubt, will be made for loco- 
motives, freight cars and passenger 
cars. Subsequently, purchases of 
decline 


increase in expendi- 


equipment may some what, 
while a large increase will be made 
in expenditures for the improvement 


(Continued on page 88) 


"The largest increase in expenditures, no doubt, will be made 
for locomotives, freight cars and passenger cars." Diesel and 
will both be prominent in future plans 
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Underwriters Laboratories a Source 
Of Copywriting Ideas 


By B. P. CALDWELL, JR. Assistant Secretary, Underwriters’ Laboratories, Inc., Chicago 


@ “MANY advertisers are missing a 
good bet by not featuring Under- 
writers’ Laboratories’ approval of their 
products in their advertising.” 

This statement is frequently made 
to Underwriters’ Laboratories’ people 
by purchasers and by persons in the 
advertising business. 

While some may be “missing a good 
bet”, it is certain that others are not, 
for a few do refer in their advertising 
to the fact that their products have 
passed the Laboratories’ tests. They 
also refer to the UL label which these 
products bear, and to the significance 
and purpose of the tests. This is par- 
ticularly so in the case of industrial 
products. 

Since this article was contemplated, 
48 advertisements containing refer- 
ences to approval of the products by 
Underwriters’ Laboratories have been 
counted in just a few of the national 
business papers. No search was made 
but a talley was kept whenever such 
an advertisement was noticed. 


Who Uses UL Labels in Advertising 


[his group was made up of adver- 
tisements of such companies as: Gen- 
eral Electric Company, Youngstown 





Important Facts you should Know 
about Benjamin Explossou-Proof 






light and Vapor-Tight Lightung Equipment 











Sheet and Tube Company, Chase- 
Shawmut Company, Littelfuse, Inc., 
Spang Chalfant, Rockwood Sprinkler 
Company, H. R. Kirkland Company, 
Benjamin Electric Mfg. Company, 
General Detroit Corporation, E. I. 
Du Pont de Nemours & Company, 
Goodall Rubber Company, Keasby & 
Mattison, Belden Manufacturing 
Company, National Production Com- 
pany, and others. 


The products advertised included 
lighting fixtures, welding torches, 
electrical conduit and fittings, oil 
burner equipment, appliance cords, 
automatic gas pilots, wire, fuses, fire- 
proofed-wood, asbestos insulation, 
wire rope clamps, oil and grease ab- 
sorbents, machinery guards, soldering 
irons, and similar equipment. 

Why advertisers do not more gen- 
erally refer to UL approval in adver- 
tising is probably because the 
advertising and sales promotion men 
do not know nearly as much about 
the Laboratories as do engineering and 
development people. Perhaps, too, 


advertising men do not know the 
practical value of the tests or how 
widely UL approvals are accepted or 
how often they are called for. As 


- =_— 





Advertisements of the 
Benjamin Electric Mfg. 
Company (left) and 
The Philip Carey Com- 
pany, in which the men- 
tion of the UL label of 
approval in a strategic 
spot becomes a well- 
directed, positive selling 
point, a final clincher 
that establishes quality 






>. 


UL laboratory techni- 
cian testing fuses to dis- 
cover whether they will 
safely rupture the cir- 
cuits and prevent over- 
heating of wires. Fuses 
passing the rigid tests 
will carry the UL label 














one agency executive put it recently, 
“I hesitated to call on you because 
I didn’t want to be a bother or to be- 
come involved in engineering details. 
I had no idea,” he said later, “that 
so much useful information for ad- 
vertising was available at your office.” 


UL Test Information Available 


This situation and this attitude are 
evidently fairly typical of those in 
advertising circles who are not fa- 
miliar with Underwriters’ Laboratories 
It results from the 
fact that reducing life-threatening 
and property hazards, the Labora- 
tories’ chief functions, are engross- 
ing tasks and an end in themselves; 
and, consequently, this non-profit 
organization has paid relatively little 
attention to promoting the commer- 
cial value of its own work. 

This does not mean that the Labora- 
tories is interested only in talking to 
engineers about the tests of a new 
product. Far from it. The Labora- 
tories is a service organization. The 
results of its work are available to all 
and if information it possesses can be 
turned to advantage in promoting the 
more general use of safe products—as 


or its services. 











has been proved in its contacts with 
many advertisers—that 
is available for the asking. 


Hidden Qualities Make Good 
Sales Points 


When satisfaction de- 
pends largely on hidden qualities that 
cannot easily be judged at the time 
of purchase, as so often is the case, 
the tests made by Underwriters’ 
Laboratories on such equipment, and 
the reasons behind the tests, will ofen 
help to emphasize the 
these qualities. 


information 


consumer 


presence of 
And by using pictures 
of tests the value of certain features 
of products can frequently be graphi- 
cally displayed. 

The series of Benjamin Electric 
Mtg. ex plosion- proof and 
dust-tight industrial lighting fixture 


Company 


advertisements being prepared by Van 
Auken-Ragland 
good 


Inc., Chicago, is a 
example of how information 
about Underwriters’ Laboratories tests 
and test photographs can be used to 
advantage. These advertisements are 
very much in line with the govern 
ment’s request to advertisers to do a 
constructive and educational job for 
they help clarify a none too clear situ 
ation by explaining what types of fix- 
tures are intended for installation in 
the different kinds of hazardous areas 
This is done by describing, in consid- 
erable detail, the Underwriters’ Labor 
atories’ requirements and tests which 
qualify each fixture for its particular 
application. Photographs of the tests 


make the story graphic. 
Laboratories 50 Years Old 


Persons familiar with Underwriters’ 
Laboratories know that from a modest 
start half a 


$350 


century ago in a mnie 


room laboratory over the horse 
barn of a Chicago fire station, it has 
today come to be an_ international 
organization of far-reaching influence 
whose standards and approvals of 
products are required and accepted by 
probably more purchasers and regu- 
latory officials in more different fields 
than those of any other standard 
making agency in the United States. 
Chis is another reason for the frequent 


display of UL labels and 


to tests in advertising. 


references 


An extensive review of existing pur- 
chase specifications and standards was 
made by the Laboratories this year 
in connection with the celebration of 
its fiftieth anniversary. The informa- 
tion thus developed will be of interest 
to many people, but for those less 
familiar with the organization, some 
understanding of its scope, functions 
and background is first desirable. 

Underwriters’ Laboratories is a non- 
profit, self-owned perpetual trust. It 
has no capital stock, pays no divi 


32 


dends. It is operated for service to 
the public and is the largest enterprise 
of its kind in the world. The Labora- 
tories is entirely self-supporting and 
has been since 1917, deriving its sup- 
port from an increasing number of 
manufacturers now totaling 5,000, 
who pay, at cost, for the testing and 
inspection of their products. 

In keeping with its not-for-profit 
status, the Laboratories has returned 
to its manufacturer-clients, pro rata, 
1913, $1,400,000, the yearly 
amounts going to make this total 
being in excess of operating expenses. 


a 
— 
s a 


since 





“A Report of 50 Years of Continuous Serv- 
ice"... title of this 32-page illustrated 
booklet prepared by Underwriters’ Labora- 
tories in which are recounted the history and 
development of the organization and the 
principle factors of its present-day operation 


Testing Stations Are 
Information Sources 


Four testing stations are operated: 
New York, San Francisco, the head- 
quarters plant at 207 E. Ohio Street, 


Chicago, and a station for extra- 
hazardous work out about 35 miles 
from Chicago. 

Offices with technically trained 


personnel for making tests and inspec- 
products in production at 
factories are maintained in 185 
ters of production in the United States 
London, and 


tions of 


cen- 


and Canada, and in 
Haw all. 

The products which manufacturers 
send to Underwriters’ Laboratories for 
tests to determine compliance with UL 
standards may be divided into six 
groups as follows: 


1. Any product which may cause 
fire, electric shock, explosion, or other 
personal injury or property hazard. 
2. Burglary prevention devices and 
systems. 
3. Personal injury accident preven- 


tion dev ices. 


4. Fire extinguishing equipment. 

§. Fire-resistive building materi.|s 
and fixtures. 

6. Fire alarm systems. 


| Billion UL-Approved 
Products Made Yearly 


To date, 375,000 products have 
been approved, yet half those submit- 
ted for test fail the first time they 
are investigated. Normally, half a 
billion articles bearing the UL label 
are produced annually. And at least 
another half-billion which are ap- 
proved but need not carry a label, 
are produced each year. The distri- 
bution of this large number of prod- 
ucts has, of its own momentum in 
the past five decades, produced a 
considerable demand among purchas- 
ers for UL approval. 

The list of UL approved products 
contains such diverse articles as: baby 
incubators and static eliminators, elec- 
acetylene torches, 
matches and fire extinguishers, paints 


tric shavers and 


and cleaning liquids, fertilizers and 
fumigants, refrigerators and heating 
plants, fuses and flashlights, lightning 
rods and earthquake gas _ shut-off 
valves, motor driven tooth brushes 
and neon signs, electrical wire and 
fog nozzles, automobiles and vacuum 
cleaners, and a host of others in some 
15,000 different catagories. 


"New Fangled Lighting" 
Started Laboratories 


The work of developing standards, 
of conducting tests to determine com- 
pliance with those standards, and of 
making inspections at the factories to 
maintain compliance with those 
standards, is an outgrowth of the first 
Chicago Fair, the World’s Columbian 
Exposition of 1893. 

A feature of the Fair was to be a 
lavish display of incandescent bulb 
lighting, then a new thing only re 
cently having from Edison’s 
laboratory. During the period of con- 
struction a number of fires broke 
out in the fairground buildings. Ap- 
prehensive that this “new fangled 
lighting” might prove hazardous, in- 
surance interests assigned an engineer 
to investigate the situation. That 
engineer was William Henry Merrill, 
Underwriters 


come 


founder-president of 
Laboratories. 

The work grew and as new indus- 
tries came into being, Merrill cen- 
ceived the idea of a single testing 
organization to act as advisors t0 
the insurance business in matters 0! 
hazard resulting from the introduc 
tion and use of new building ™2- 
terials, equipment, and appliance 

This idea was consummated in | °94 
(Continued on page 62) 
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A Camera Curiosity and Copy 
Can Produce Advertising . . Gratis! 


By PAUL F. BIKLEN and ROBERT D. BRETH 


H° to get extra mileage from 
your advertising appropriation is 
much too large a subject to discuss 
completely in one easy lesson. In 
this article, therefore, there is pro- 
posed just one facet of this multi- 
faceted topic but it alone, if put 
to work intelligently, can add distance 
and strength to the job of almost 
every industrial advertising man. 
Whether you’re the recipient of a 
four, five, or six-figured budget makes 
no difference, provided you’re willing 
to do a little spade-work that will 
bear real fruit for your company and 


yourself. 


The plan is a full about-face of a 
practice that every industrial adver- 


tising man encounters, sometimes 
quite frequently. The practice re- 
ferred to usually originates via a 


letter from a fellow advertising man 
who asks for photos and copy related 
to his company’s products which are 
being used in your plant. 


Give Photos and Win Friends 


Sometimes you greet such requests 
modicum of 
enthusiasm. But more 


often than not you ap- 


W ith a 





proach the request with 
more ipathy than sym- 
pathy, not realizing 
that the fellow who ; 
has vritten you 1S p cotta 
proficring your com- ” Fleetwings 
pan big favor. ones ee 
Weave Company 
Name into 
Other's Ads 

It's not the purpose 
of th. article to analyze 
this incongruous reac- re 
tion advertising men meme yy 
but r-ther to hat why MATESRY = 
tp to scuttle such 

n sroach, and set 
up positive program 
of rnishing similar 
int ation to other 
id sers before they 

ven ask for it. . 


MALLORY Seam Welding Rolls 


Every time that your company’s 
name appears in someone’s advertising, 
that’s another projection of the job 
that you have shouldered, the job of 
keeping a great many folks informed 
about your company and its products. 
How often your company’s name ap- 
pears largely determines how well it 
will be known to actual and potential 
buyers. That is why advertising men 
supplement paid-space programs with 
publicity programs and business pa- 
per articles. It seems to be good 
advertising sense, therefore, to weave 
your company’s name adroitly into 
the ads of others—at a cost that’s so 
fractional it can almost be ignored. 
To cite a case history, one adver- 
tising man found that by spending no 
more than 30 dollars for photographs 
of equipment used in his plant, he 
got his company mentioned in adver- 
tisements that showed in eight dif- 
journals, circulation 
200,000. Not 
No extras, either, 


ferent business 
totaling upwards of 
bad for 30 dollars. 


just the photo cost. 


or ALEETWINGS-¢ 





Two examples of how effectively one company's photographs and copy may be 

woven into another's advertising. In this case, Fleetwings’ cooperation in furnish- 

ing photos and details to both Mallory Company and Continental Machines, Inc., 
netted dividends in dollars and cents advertising 
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Take a Few Pictures Each Week 


What you can do for your com- 
pany and yourself will positively 
astound you when you have exerted 
the effort. To allude again to the 
case history, once this man had proven 
to himself the soundness of his idea, 
he made a point of giving a small 
part of each week to the business of 
obtaining photos and _ information 
about products at work in his plant. 
With that material he hied himself 
to his typewriter, pounded out the 
information that he knew he would 
want if he were on the receiving end 
and dispatched it to the fortunate 
fellow on the other end. What a 
surprise the receiver got. Here, on 
a glittering extended platter, was 
real-life testimonial copy, material 
that he could put to work not only 
in advertising but also in sales pro- 
motion. Advertising man number 
one knew that the response would 
be just that, but he also knew that 
the subsequent benefits would be 
mutual. 

Isn’t it easy to imagine how effec- 
tive such a_ program 
becomes when employ- 
ed on a full-size scale? 

And speaking of the 
large-size aspects of this 
plan, here’s another tip. 
Why not get in touch 


with industrial adver- 
tising agencies, obtain 
a -list of their clients 


and the products ad- 
vertised, and then fol- 
low through by check- 
ing to determine if 
such equipment is at 
work at your plant? 
Nine out of ten 
agencies will not only 
welcome you as_ they 
would a new client but 
they will also be in an 
excellent position to see 
that your contributions 
are used. In some in- 
stances, agency men are 
doing the bulk of their 
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clients’ work anyway so your route 
through them would be a short, sure 


one. 
Some Do's and Don'ts 


Here are some down-to-earth do’s 
and don’ts on this suggestion. There 
are innumerable ways of saving steps 


and time. Nine important ones: 


1. Betore you go into the shop with 
your or cameraman, have a 
fairly clear idea of what you’re after. 
It will save time, both yours and that 
of the people into whose department 
you go. 


Camera 


the foreman or leader 


whose bailiwick you plan to trespass. 


2. Contact 


These men will be glad to cooperate 
but naturally they want a chance to 
tidy up their place before you appear. 
Give them this break and you'll find 
them tumbling over themselves with 
extended cooperation. 

3. Before a picture is snapped tell 
the you intend it to 
be used. They've a right to know and 
it may be that they'll have some ob- 


“models” how 


jection. 

4. When photos are taken which in- 
can’t think 
include at 
least one person for adding life to 


C lude workers, and we 


of many which shouldn’t 
the shot, be certain to get a model- 
each You'll find 


such a release to be of real help in 


release from one. 
your subsequent handling of the ma- 
terial. Many advertisers request such 
release before they publish the mate- 
rial, so do this job when the picture 
is snapped and you'll save many fu- 
Another time saver is 
to send a photostat of the release with 


ture munutes. 


the picture. 
5. While the 
stage is being set preparatory to the 


so-called industrial 
snapping of the picture, ask as many 
think of 
cerning the equipment being photo- 
graphed. This will be meat for your 
copy that you can pass along with 
the you 
can of course return later to pick up 
any additional 
6. Besides 
benefactor 


questions as you can con- 


illustrations. If necessary, 


information. 

giving your prospective 
the information about his 
product and how it is helping your 
plant, tell him something about your 
company, its work, and its place in 
the Might 
even send him a picture of your prod- 
a good chance that 
that one of his 


war-production picture. 


uct for there’s 


he can work into 
layouts. 
7. By all exactly 


what credit line you prefer to have 


means specify 
appear in any advertising or promo- 
tional And 
a graceful way, to see any copy in 


material. also insist, in 


which your company’s name is men 
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tioned before the copy is ok’d for 


press. 
8. Have a few extra prints made 
of the photos and present one to each 


' 
‘ 


tures pay off in big future dividends. | 

9. Keep a scrapbook of all of your 
extra bonus advertising and publicity, 
You'll be surprised how impressive ix 


of the models as well as the foreman 
Such ges- 


will be to you—and your manage. 


or departmental leader. ment. 
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VIII. Diversification 


The fact that a company must have 
more than ample resources and the 
urge to expand is often overlooked. 
When expansion is undertaken on a 
hit or miss basis, distribution becomes 
costly and chaotic. 

In 1928, a company having 92 per 
cent of its potential market in a major 
field began to study the question of 
expansion into new fields. 

Before any direct action was taken 
by the company, a number of engi- 
neers were employed to investigate 
thoroughly, seven different industries. 
These engineering studies represented 
thorough analyses of the existing mar- 
kets of each industry, their history, 
current and projected volume, pricing 
trends and discounts, and distribution 
procedures of the principal companies 
in each industry. A complete pattern 
of the prevailing selling practices em- 
ployed in each industry was developed. 

In addition, current products were 
cataloged, raw materials studied, pro- 
duction costs analyzed, equipment and 
techniques involved in the manufac- 
ture of each product thoroughly ap- 
praised. The frequency of new-prod- 
uct designs, the time interval for 
public acceptance of new products 
within each industry, estimates of 
manpower required for definite sched- 
production, and other perti- 
nent factors were analyzed. 


ules oT 


While the foregoing steps were be- 
ng pursued for each of the seven in- 
dustries selected, other engineers made 
' complete investigation of the com- 
pany itself to find out how its apti- 
tudes and facilities would match the 
Opp nities disclosed. 

The final selection of the industry 
‘hat offered the best field for expan- 
on was determined by weighing and 
comparing scientifically accurate data. 
While this company was and is rich 
in executive ability, those executives 
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By FENTON B. TURCK and WILLIAM E. HILL 


Turck, Hill & Company 
New York 


@ The fourth installment of an article by 
Messrs. Turck and Hill originally published 
in “Mechanical Engineering,” and which 
“Industrial Marketing" has been presenting 
in serial form. Initial chapter appeared in 
IM's May issue; September issue will con- 
clude the series. 


realized that judgment, like justice, 
is blind until all pertinent facts are 
available. Sixteen years of proved re- 
sults testify to the soundness of the 
decisions which ensued. 

It is significant that the methods 
used so successfully in this first ex- 
pansion have worked equally well in 
each new expansion program that has 
been undertaken by the company. 


The aggregate earnings of the com- 
pany in the 14 years which followed 
this expansion in new fields have 
shown an increase of 38 per cent over 
an equal period before expansion. 

A by-product of planned expansion 
was the setting of a definite objec- 
tive for product-development work. 
Previous to this orientation, the new 
products department had scattered its 
efforts in all directions. Miscellancous 
items from automobile horns to fire 
extinguishers were constantly popping 
up, with little or no thought as to 
how they would be distributed. 

With a direct objective for develop- 
ing products, 18 new ideas have been 
adopted and pushed to a leading posi- 
tion in the new industry. 

In contrast to this scientific meth- 
od of expansion are the numerous 
examples of poorly planned “drives” 
into new fields which are common in- 
dustrial occurrences. 

Engineering methods are particular- 
ly important in diversification of a 
business, because impetuous ventures 
into new fields are often responsible 
either for company failures, or more 
frequently, for losses that pyramid dis- 
tribution costs. 
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Inc., Industrial Engineers, 


IX. Product Development 


Many a company attempts expan- 
sion through product development 
without first predetermining its man- 
ufacturing skills and then applying 
them to those product fields that rep- 
resent a major opportunity. Lacking 
this, it hopes to obtain some unique 
product, patent, or specialty by chance 
circumstances. 

The company covered in this ex- 
ample is noted for its new product 
development. This company has a car- 
dinal principle of expanding only into 
established markets in which it can 
engineer a superior product, turning 
it out cheaper and in vaster quanti- 
ties. This policy is based on the use 
of its basic fabricating process. 

With a single unique processing 
method, developed during World War 
I, this company has applied manufac- 
turing advantages to the development 
of one product after another until, 
today, it is the predominant factor in 
many markets. 

Now, with a $1,500,000 labora- 
tory, nearly self-sufficient in engi- 
neering, with 150 engineers on basic 
and product research, metallurgy and 
ceramics, and with 150 other engi- 
neers on operations, laying out and 
designing production lines, the com- 
pany has a mammoth machine shop 
to make the most of its own special- 
purpose equipment. This is the record 
of its expansion in applying its basic 
production technique to new markets. 

1921. One particular machine, de- 
veloped 23 years ago, still maintains 
the company as the lowest cost pro- 
ducer in the field, yielding 40 per 
cent of the available business, with 
customers feeling no temptation to 
build their own product. 

1925. The same basic fabricating 
process was applied to products for 
another industry, which an analysis 


(Continued on page 70) 
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Welders Become Marketers 


WHEN OPERATORS BECOME SALESMEN FOR WELDING MORE JOBS AND 


thousands arc W eld- 


}™ hundred 


ing operators are today welding 
ships, planes, guns, trucks and every 
ind defensive 


1939 


other offensive weapon 


metal. In there 


100.000. In 


were 
this, 
world offer to the 


made of 
less than spite of 
does the postwal 


good welding operators an opportu 


nity for jobs and advancement? We 
think so and we believe in letting 
them know it. This is the basis for 


unusual merchandising 


I he 


a somew hat 


srogram of Lincoln Electric 
I & 


( ompany. 


Welders Thinking of Postwar 
Welding 


operators themselves are 


not unaware of the fact that their 
number has increased nearly seven 
times since the start of the war in 


letters receiv ed 


The 


what the 


Europe. many 


isking future in welding 
are convincing proot 


welder is thinking 


holds for them 


that the average 


of his chances. 


Arc 


short 


post war 


welding has become in a tew 
talked 


tor tew 


years one of the most 


ibout industrial processes, 


products made of steel are without 


welds in one form or 


inother It would ip | 


By JOHN R. MORRILL 
Assistant to the Vice-President 
The Lincoln Electric Company, 


und. O 


eve 


Tradition was tossed out the window 
as new products made of steel were 
needed and needed quickly. Arc weld- 
ing was an answer. The designs called 
for it and the shops used it. Com- 
panies never aware of the process be- 
fore began using arc welding on a 
large scale. Designers unfamiliar with 
arc welded design were forced into it 
up to their necks. They had to learn 
how to use the process effectiv ely and 
as they did, they became enthusiastic 
about what it could accomplish for 
them so easily and so economically. 
We are at 
turning out 
hour, but designers and shop men are 


that point today—still 
tons of armament every 
cocking their eyes postwar-wise and 
many are thinking of welded products 


for peacetime. 


The extent of the postwar uses for 


ict welding depends, however, to a 


EQUIPMENT SALES RESULT 


large degree upon the enthusiasm with 
which the proponents of the process 
force the changeover from previous 
and obsolete methods of constructior 
to arc welded construction. The arc 
welding operator can play no small 
part in this if he is aware of his 
importance and has his eyes open to 
the opportunities for new 


welding 
uses. 
Welders Become Fanatics 


him and fo 
us that he be aware of this fact, fo 


It is important for 


if every welding operator became 
vocal “fanatic” on welding, there 
would be potent power to force the 
changeover. A plan was needed. We 
decided to use “The Stabilizer” to 
start the ball rolling. This is a mag- 
azine published for the welding oper 
ators and written largely by them in 
the form of contributions, with a cit 


culation of around 100,000. 


Talk Welding Everywhere 


These quotations from an editoria 
“Your Voice is Your Fortune,” which 
started off this program, tells how w: 

are getting this ide 





pear that the process 
has become of age and ten be 1 to bimael ASE” 
that the rapid growth COMPLICATED, PLE te 
” ad 
in the uses of welding VERY 
oa 
could not continue. 
But could it? The 
James F. Lincoln Arc 
Welding Foundation, 
| 
ulter a very compre ( 
! X 


hensive survey just be- | 
fore the w ir, estimated 

that 
of the peacetime prod 


only 20 per cent 


ucts and structures 
that could and prob- 
ibly would be welded 
were then being weld 





Cemmeucads grealte 





ed. Traditional use of 





ARC WELDING | 


OVERCOMING DIFFICULTIES AND DANGERS —be sey: 


nadia TecCourse 





‘| across to welders: 

“IT won’t let a man 
work for me. wh 
doesn’t talk up welding 
into every ear he car 
get. I don’t let a man 
out of my sight unt 
I needle him with some 
angles on welding.” 

: “You can 
welding as 


talk-up 
d means 
of manufacturing m2 
chine parts of all sizes 


and shapes . . as 
—— fabricator and builde: 
mane. ore of containers, pressufé 


vessels, railroad cars 


. 1] 
houses, bridges, uild- 
ings, ships, airplanes 


. 








riveting ind = casting steam lines, house an¢ 
was holding arc weld ! office fixtures, 1tOs 
ing back. ——- —- — ——— trucks, tractors as 
Traditions Go A typical spread of advertising found in the booklet, "Where Do | Go from , inoans of repiiring 
“th W This High Place?" Distribution of the booklet is being made to welding opera- ype ere ken 
wernt or tors in order to show them graphically how the idea of welding is being sold %9@ reclaiming 
Then came the war to engineers in industry (Continued on | = 
944 
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. 
ing 
udied 


unde 


AND 


1 man 
unt 


} some 


ALES MANUAL Aids Sales Training 





UPPORTING the structure of 
every well-organized sales training 


ogram should be factual foundation. 

















his has three elements: (1) histor- 
al, (2) technical, and (3) func- 
mal. This material is embraced 


Information Section of a 
les manual. It is of crucial impor- 
nce to the new salesman; he should 
ve the privilege of re-examining 
d re-studying such factual material 


ithin the 


will 

Hence this portion of the manual 
wuld be fully written up, well-docu- 
ented, and completely illustrated. 
his is in contrast with the require- 
nts for the Orientation and Opera- 
which can be left in 
developed extem- 


m sections, 


tline form and 
waneously as the sessions progress. 

The most impressive and useful In- 
Section of a sales manual 


"21 - : 
ill follow these general specifications: 


mation 


It should be comprehensive in 


pe; logical in structure. 

2. It should be divided into parts 
ling with particular phases to be 
udied; each part to be completely 


unded out, 
3. It should anticipate all relevant 
estions about the company’s his- 


ty, products and policies. 


4. The text should be clear and 
ncise; there must be nothing to con- 
se or ystifv 


5. Til 


igram 


traticns should be plentiful; 


pictures and charts should 





cle explicit and adequately 
ption 

6. 7 negative aspects of the 
ducts should not be glossed over, 
it deal: with frankly; and the new 
n Should be shown how to turn 
ch asy to their own advantage. 
Ope of Contents 

Now hether’ you assign the writ- 
g of manual or do it yourself 
1 mu letermine: 

kind of information re- 

red. 

2 ere to obtain it. 

} /w it is to be used. 

At il subject outline, in the 
tu partite form recommended, 
gi ere without detailed clabo- 
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ration. 
lines 
articles 
this one was made for actual use in 
the preparation of a training program; 
but it is sufficiently general in scope 
to be exemplary. 


search 
making the assignment specific, and 
showing the writer the relation of his 
part to the whole, you accomplish two 


As in the case of other out- 
to illustrate this series of 
sales training technique, 


used 
on 


Part 1: HISTORICAL 
(a) Founding of the company. 
(b) Expansion or alteration of op- 
erations. 
(c) Place in development of in- 
dustries 
(d) Prewar scope of operations. 
(e) War activities. 
(f) Divisions and departments. 
(g) History of this division. 
(h) Relative position of this divi- 


sion in its special industry 

(h,) Prewar position. 

(h,) Degree of absorption in war 
work. 

(h,) Effect on civilian production. 


(h,) Postwar plans. 


(i) Company officers. 

(j) Division personnel and their 
background. 
Part 2: TECHNICAI 

(a) Design fundamentals. 

(b) Construction details. 

(c) Operating characteristics. 

(d) Comparison with competitive 


products. 


Part 3: FUNCTIONAI 

(a) Channels of distribution. 

(b) Distribution policies at all 
levels. 

(c) Sales department organization. 

(d) Functions of sales personnel at 
all levels. 

(ce) Records and forms used by 
salesmen. 

(f) Catalogs and price schedules. 

(g) Advertising and promotional 


practices. 


Sources of Data 


The subject outline may also be 


usd as a guide for assigning the re- 


or preliminary writing. By 


things: 


(1) You limit the author to the par- 


By EUGENE DYNNER 
Vice-President and Sales Manager, 
The Globe Industries, Inc., Dayton, O. 


ticular phase of the subject on which 
he is a specialist, thus avoiding any 
tendency to ramble outside his pre- 
scribed field. 

(2) You are aided in maintaining 
a sense of proportion in your editing 
of the manual. 

Much of the historical matter may 
already be written up in the form of 
institutional booklets or annual re- 
ports. On the other hand, you may 
have to dig the details out of scat- 
tered records or the memories of older 
officials and employes. 


Trade Associations Helpful 


are a 
on 


trade 
source 


Industry associations 
fruitful of information 
relative position, since most associa- 
tions have statistical or research 
partments which conduct continuing 
studies of their special fields. 


de- 


Biographical details about officials 
and divisional personnel can be ob- 
tained from the subjects themselves, 
but for the purposes desired it might 
be well to secure a picture of their 
backgrounds and accomplishments 
from associates; for modesty makes 
many men understate their own case. 


Technical Data from Catalogs 


The extent and complexity of the 
line of products will determine your 
sources for the technical portions of 
the manual. ~ You may, of course, 
already have this material assembled 
in the form of specification sheets, 
catalogs, or installation and service 
manuals. 

It may nevertheless prove wise to 
prepare a wholly new treatment of the 
subject: one especially slanted  to- 
wards the specific end in view. There- 
fore you might ask for entirely fresh 


descriptions from your engineers. 


Comparison with Competition 


For comparisons with competitive 
products you will find the most fruit- 
ful source of information to be your 
own salesmen, for they are constantly 
brought up against competition. Of 
course, the purely scientific differences 
will be treated by the technicians, but 
the comparisons made by your own 
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bear 


rectly on your problem. 


veteran salesmen will most di- 


When you come to sales policies and 
you find yourself in your 
back-yard. If your affairs ap- 
proximate the desirable shape we all 
then you will have 
this material not only in mind, but 
and ready to rework for 


practices 


own 
aspire to achieve, 
written up 
the manual. 


Presenting Factual Material 


The first and most important sug- 
gestion is that informational portions 
of a sales manual adhere to a strictly 
factual presentation. This is not to 


say that they should not be well or 
carefully written, for it is the es- 
sence of good style that the means 
employed shall be those that will 


achieve the ends in view. 

Therefore you must (1) eschew the 
romantic w= cnt ——s in the 
historical passages; (2) keep the mood 
of the work in a por. am key; 
(3) use forms of expression which 
are familiar to your listeners and 
readers. 


Guard Against Pride of Ownership 


You will have to be on guard 
against the very natural tendency on 
the part of top management men who 
have shared in a fine accomplishment 


to become lyrical about the history 
of the company. 

For your purpose here is informa- 
tion, not inspiration. A straightfor- 
ward, unadorned statement of facts is 
easier to understand and remember, 
and, strangely enough, statements of 
fact are more inspiring to new men 
than those which manifestly strain for 
an effect. 


Be Frank and Earnest 


Indeed, one must be on guard con- 
stantly against anything that may 
confirm the skepticism of trainees. 
They are, as a rule, suspicious of ex- 
travagant claims and evaluations that 
conflict with their own experience and 
common sense. 

Now, I do not suggest that any 
sensible trainer would deliberately mis- 
lead a trainee on a matter of fact; 
but I do want to warn against forms 
of expression that are open to mis- 
understanding and thus interfere with 
your purpose which is to inform. 


The second point had to do with 
the usefulness of the conversational 
style in imparting information. This 
is something of a golden mean _be- 
tween an overloaded treatment and 
the opposite extreme: a stripped, clip- 
ped, telegraphic style which makes 


exhausting demands upon the im, 
ination of a stranger to your craft 
The third point suggested 
familiar injunction—to speak the | 
guage of the trade. This is one 
the most ticklish matters involved 
the question as to whether you ¢ 
use an outside agency to prepare 

training program. 


Who Speaks the Language? 


Such an agency may be fortun 
in having on its staff men who kn 
the language current in the trade x 
der discussion. On the other hand, |; 
of such a person may be no bar 
to a skillful fundamental organizat 
of the program which in its fin 
form is carefully checked by the si 
manager. 


Another observation must be m 
on this subject: the language of « 
trade is a living, ever-changing thir 
Too often this fact is overlooked } 
an individual who has been out 
direct touch with the field. 

Then again, even though yo 
editor or yourself are keen and up 
date on the language, you are 1 








actually in the field all the time. } 
may, of course, have an exceptiona 
sharp ear for the finer nuances of yo 

(Continued on page 130) 





TRAINING SCRIPT 


Section 3: Technical 









Morni sion volved to confirm arrange- 27. Distribute manual sheets 41. Distribute sample fleet sur 
reg: nee OF ments for visit, including covering Section sub- vey forms. and show how 
, PRODUCT seating, time and length of sections A, B and C. data required is obtained 
|. Pass out sample wadgits to talks. 28. Suggest passages for study and filled in. 
all present. i4. Display blown-up chart that evening. 42. pom o, ba cap cite 
2. Read the manual, p. 28: De- showing researc engmanen. 29. Adjournment. ane s -~ Aa bo aoa 
scription of a wadgit and ing-procurement-production Morning Session Pec ~ omy “use -~— 
t ization, ntermissio or Lunc n 
+ displaying eee D. PROBLEMS IN SERVICE OF 
’ 15. Read p. 33: How our pro- FLEETS (Description) . 
blown-up photographs of duction is organized Afternoon Session 
_——.- 16. Vieit leberatory: cheerve = 18. Tate nich lve thee to (Time of Presentation to 
ups. terial test fin- ; 
4. Explain relation of wadgit hhed wodelte ~ ts field problems for sales- “ hen ae — 
. Read p. 52: Causes of pre 
, at 17. Trip through engineering 3! ar as easel pad all pos- pwr wl failure; their diag- 
played. department. . sible causes d field prob- nosis and correction. 
5. Uncover dummy setup show- 18. Visit chief engineer: Ten lems under two principal 44. Illustrate by displaying on 
ing wadgit installed. minute talk by C.E. on the classifications. easel blown-up drawings 
6. Read p. dy: Characteristics aaa . ‘ approach to 32. Show blown-up photographs from manual. a 
which cause a wadgit to problems of wadgit design of situations which give 45. Show sound-slide film 
function properly. 19. Inspect exhibits in wadgit rise to problems. Wadgit Maintenance for 
8. EXPLANATION OF museum. , 33. Illustrate by sketches on Fleets. 
CONSTRUCTION 20. Visit purchasing agent: Ten easel pad successive stages 46. Read rules for ‘‘Mainte 
7. Show samples of different minute talk by P.A. on di- in which troubles develop nance of Wadgits’’ on serv 
types of wadgits versity of materials used, to point of observation ice card to be tacked up 
8. Read p. 31: Various con- sources, and — pro- 34. Read p. 45: How condition on repair shop wall. 
structions described. curement problems. of wadgit foretells trouble 
9g F. EXPERIMENTAL FIELD 
9. Draw di ' 21. Visit production manager 
jagrams on large Fi¢t : talk by P.M E. ANALYSIS OF FIELD SERVICE 
ease! pad to illustrate these feen minute te _— : 
different constructions. about current production PROBLEMS (Explanation) (Experimentation and 
10. Read p. 31: Special char- problems and their solu- 35. Read p. 46: Sources of Operation) 
acteristics of these con- tion . data for correct size rec- 47. Accompany veteran sales 
structions. 22. On blown-up production ommendations. man on typical fleet survey 
1!. Draw diagrams on easel to flow chart, displayed in 36. Show catalog: describe call. 
illustrate. P M. s office, point out suc- method of listing vehicles 48. Observe how he delivers 
12. Build up chart on easel to cessive processes, reading and illustrate use under presentation and makes 
sum up comparison be- p. 34: Description of pro- varying eircumstances. survey. 
tween our wadgits and duction process. . 37. Display and describe 49. On second call, veteran 
those of other manufac- 23. Hand os? reduced-size gauges for measuring makes canvass, but trainee 
ente- 24 ay te A. suc 38 — t names Sib meray water 
Int Saat , b - we 2 . Demonstrate measurement pervision of his compan 
ntermission for Luncheon conve roneeion stages as of a wadgit on dummy 50. On third call trainee makes 
Aftern ; : setup. both canvas and survey 
oon Session 25. Return to conference room 39. Demonstrate how setup is S|. Trainee accompanies 
Cc Sonateocmene OF 26. Make step-by-step review spoume to ~~ ne size eran on trouble-shoo!'"9 
of processes observed in of proper wad calls; first observing, n 
13. Outline plant tour sched- factory tour, referring to 40. Read p. 49: ese survey attempting own solutio 
ule: phone each official in- production chart. procedure. problems encountered 
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Public Relations in Publicity —Or 
dow - to Handle Industrial News 


By ROLAND S. NEFF 


Editor's Note: This story is presented as a 
follow-up to Mr. Neff's article, “Setting Up 
a Publicity Department" which appeared 
in INDUSTRIAL MARKETING's February 
issue on page 30. 


1 er “how-to” handling of indus- 
trial news copy, for daily and 
newspapers, papers, 
radio or other publicity channels, can 


weekly business 
be as simple as it can be educational, 
helpful to others, enjoyable and satis- 
fying to one’s self. 

Here is all you need as background: 
full acquaintance with your field, a 
conscientious reason why you believe 
the subject is news, knowledge of 
whether the copy can offend anyone, 
in idea about where to publish the 
vork and whether that publication 
as sufhcient wartime space and in- 

tion, a full conception of the 
story's timing—and formal acquaint- 
nce with Rudyard Kipling’s “six hon- 
ing men,” including Messrs. 


What, Why, When, How, Where and 


[he foregoing is not facetious. It’s 


fashioned common horse sense, 


too often forgotten as We toss a tin- 
halo of mystery around our 
journalistic efforts. Assuming you 
ike play with words and ideas— 
ind ire both talking legitimate 
ew 1d not propaganda or aimless 
pub —let’s carefully dissect the 


tore : paragraph for our mutual 
ind benefit. 


Your Field: What's News? 


nowledge of the field about 
intend to write” has, so as 
twin brother. If you know 
1, automatically 
field. 


bonafide 


you should 


lat IS news in your 
at least a dozen 
es sources lying dormant on 


lustrial plant news reporting 


D¢ see IM, Feb. 44, p- 31.) 
12 sources include: 

1 usual uses of “hometown” 
2 


il Bond, Red Cross and sim- 


Cs. 
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Publicity Director, R. G. LeTourneau, Inc., Peoria, Ill. 


3. Employe sports, music and other 
personnel activities. 
4. Labor contracts and 


acts. 


afhliated 


5. Increases in employe personnel, 
and why. 

6. General raises and bonuses. 

7. Factory and office property ad- 
ditions. 

8. Large or unusual orders. 

9. Holiday work schedules. 

10. Visiting dignitaries. 

11. Promotions, executive adjust- 
ments. 

12. Business reports. 

These points are not given in order 
of importance. What is of No. 1 in- 
terest today might be of No. 10 or 
No. 12 value tomorrow. Today’s in- 
dustrial news naturally should take 
a win-the-war slant; tomorrow’s will 
concern postwar plans, including re- 
tooling, management adjustments, la- 
bor actions, competition and all else 
that fits the prophecy. 

You immediately recognize anything 
your product does to win the war is 
You know that 
even though your company may not 


news when it occurs. 


be a direct war plant, your products 
are likely helping win the war some- 
where. Even an adding machine or 


typewriter, preparing a__ soldier’s 
morale-raising paycheck or completing 
a battle order or compensating for a 
home front war worker’s efforts, is as 
victory-wise as the P-47 pilot or a 
slogging infantryman. Your editors 


should be trained to have the same 
slant Ww hen inspecting your CcOpy sub- 
missions. 


People Like Battle Tales 


The “conscientious reason” why 
you believe the subject has news value 
should be studied most carefully. The 
use of “hometown” products, par- 
ticularly far away, is nearly always 
interesting to your local press and 
radio stations. Their subscribers and 
listeners—your employes who made 
that equipment—read or hear the 
story, increase war production, buy 


more bonds, know they are vital to 
(Continued on page 114) 
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Local papers were happy to copy when the 
advertising department of LeTourneau won 
a "1943 Award of Merit’ for good adver- 
tising copy presented by the Associated 
Business Papers. INDUSTRIAL MARKETING 
readers will recognize, left to right: George 
C. McNutt, department manager; Joe G. 
Van de Loo, export advertising director, and 
Eugene E. Weyenth, ass't. department mgr. 





The distinguished guest type of publicity 


should always be illustrated. This photo 
shows the business manager of the Local 
Boilermaker's Union (AFL) at LeTourneau's 
with a Navy hero who used a Bulldozer to 
bury a Jap machine gun nest. Copies went 
to the Peoria press, the business manager's 
home newspaper, national ‘Boilermakers’ 
Journal" and U. S. Navy Public Relations 


4\ 











. | AIR CONDITIONING UNITS 
th. | — complete plants; cooling units; 
cee = ) heating units 
ZS 


AIR DIFFUSERS 


— grilles; registers; louvres; 
shutters; dampers 


AIR FILTERS 


— automatic, electrical, permanent 
and throw-away types; dust col- 
lectors; water and oil filters 


q, | AIR WASHERS 
—air cleaning and purifying as- 
w semblies; humidifiers; dehumidi- 


fiers; spray nozzles 





BOILERS 


—for heating; cast iron, steel, 
fire-tube, water-tube and sectional 
types; direct-fired units 


CHEMICALS 


— refrigerants; water treatment; 
cleaning and sealing compounds; 
standard and special paints 


«—» | COILS 
i } — for heating, cooling and refrig- 
| eration; cooling towers 


COMPRESSORS 


—air and refrigerating 


CONTROLS 
‘gl —thermostats; humidistats; 
hed (1 recorder-controllers; switches; 
Ny 


starters; relays 


DRIVES 

— flat belt, V-belt, chain, fluid and 
variable speed types; bearings; 
couplings; pulleys; sheaves 


FANS AND BLOWERS 


\ 
cuel — for supply and exhaust; centrif- 
1 ugal, propeller and axial flow; 


~ wheels; housings; blades 





uv 


Any 


NOTE: Over 190 different kinds of products go 
allied services — the more important products listed above being continually specified 
and installed by readers of HEATING, PIPING & AIR CONDITIONING. To this list 
add all types of metal working machines and tools necessary in the fabrication and 
erection of air conditioning systems; pipe benders, pipe cutting and threading machines, 


power shears, welders and wrenches to name a few! 


CHECK TO SEE IF ANY OF YOUR PRESENT 
OR PROPOSED PRODUCTS ARE ADAPTABLE 


INSTRUMENTS 

— draft, pressure and liquid level 
gages; flow meters; hygrometers; 
psychrometers; recorders 


INSULATION 

— for boilers, buildings, ducts and 
pipes; for sound deadening; under- 
ground conduit 


MOTORS 


— for compressor, fan, pump, unit 
heater, oil or gas burner and 
stoker drives 


Oil OR GAS BURNERS 


—for heating in connection with 
boilers and furnaces 


PIPE AND TUBING 


— cast iron, steel, copper, brass, 
plastic and rubber; fittings 


PUMPS 


—for boiler feed, condensation, 
circulating and water supply 


SHEETS 


—for ducts, casings, housings: 
angles; bars; beams; channels 


SPECIALTIES 


—traps; strainers; separators; 
regulators; gaskets; packing 


STOKERS 


— for heating boilers and furnaces 


UNIT HEATERS 


— steam, hot water, electric and 
direct fired; floor mounted, sus- 
pended and wall cabinet types 


VALVES 


—for controlling flow of steam, 
hot water, cold water and 
refrigerants 


into modern air conditioning and 








Ready for you is our new 16- 
Market and Publication Study 
at right. 







It gives pertinent data on the v 
ous phases of the field covered by: 
technical journal, HEATING, PI 
ING & AIR CONDITIONING. 


It quickly highlights what is: 
happening in the industrial and « 
mercial air conditioning, heating 4 
piping market . . . what may be 
pected of this big-business marke 
the post-war years ahead. 


If you happen to be one of ' 
many manufacturers or agencies ¥ 
today are considering the air © 
tioning, heating and piping field 
an important sales outlet for you 
your clients after Victory, ouf 
booklet should prove extremely 
ful in charting the course . . . bm 
ing you up to date on the field, 





its future potential. 
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SEND FOR 






We invite you to ask for a copy @ 
Quick Picture." After reading it, # 
you desire more specific infor 
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a 






covering market possibilities in 







to your particular problem, our n° 


representative can promptly all at 







office. Use the coupon — « wri 





INFORMATION 


That Should be 
of Interest to: 














1. Top Executives 


2. Board of 
Directors 


idy sho 3. Sales Managers 


4. Adv. Managers 
1 the v 

‘ed byo 
NG, Pl 
ING. 


5. Advertising 
Agencies 
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| KEENEY PUBLISHING COMPANY 
6 N. Michigan Ave., Chicago 2, Illinois 


it, Nic Pe ae Fas | 
for All THIS COUPON Please send me, without obligation, your new booklet, “A Quick 
n re ; eee. ae a8 ~ Picture.” 
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By WALTER B. WENTZEL 


Vice-President, Tempo 
Incorporated, Chicago 





Reviewing the service manual before tackling a 


repair job 


i ibe test the theory than illustrated 
manuals enable anyone to pick up 
more quickly the idea of machinery 
construction, we tried an experiment. 


Butler 


Eleven yeal old Jack was 
selected to apply the “acid test.” On 
a makeshift stage in a large art and 
photographic studio in Chicago, this 


youngster assembled a multitude of 
parts which make up a complicated 
iviation accessory in 45 munutes- 
good working time for even a skilled 
mechanic. 


At the start of the test Jack walked 


up to a table on wW hich were several 


dozen parts of a two-piece fuel selec- 


tor valve, the necessary mechanic’s 
tools, and an “exploded-view” photo 
assembly. Rolling up 
looked over the ex 
Jack went to work. Un- 


selected the right 


graph of the 
his sleeves as he 
ploded view, 


erringly he parts 


ind fitted them into their proper 


plac es 
Assembly Easily Made 


1 spring clip 


Then came a problem 


had to be fitted into but his 


| 
pi Ice 
fingers lacked 


home the clip 


the strength to press 
One of the engineers 
| 1 
standing in th group of ynlookers 
j | 
stepped in, pressed the clip into posi 


bac ked 


Jack carried mn. 


tion and wway. Quickly and 


nimbly One by one 
the parts went into place until he fin 
illy laid down the complete unit, and 
smiled proudly at the dozen or so 
irtists, photographers, engineers and 
writers who had silently watched him 


prove the value of their efforts. 
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Jack had seen this fuel selector for 
the first time when he stepped up to 
the table piled with parts. No, he’s 
no quiz kid—just an average, intel- 
ligent American boy with a freckled 
nose, infectious grin and a mop of 
hair that won’t stay in place. 


Parts Fit Like a Jigsaw Puzzle 


“It’s easy,” he said modestly, “Sort 
of like a jig-saw puzzle. I just find 
the part that looks like the one in the 
picture and it all goes together.” 

Jack was right. With the photo- 
graph of the many parts which made 
up the valve all neatly spread out on 
the print, he merely had to look from 
photo to valve and quickly put the 
The picture was as 
a well-marked road. 


parts together. 
easy to follow as 

Technicians know that hundreds of 
thousands of service men in the Armed 
Forces, as well as countless men and 
women on the production lines, are 
learning daily to assemble complicated 
equipment quickly and well through 
the use of exploded-view illustrations. 
Thousands ot these same people had 
never even had a piece of machinery 
in their hands before the war. 


Simplifies Complicated Tasks 


Little Jack 
ym a show. He 
ilue of the exploded-view 
graph which enables thousands of “G. 


Butler wasn’t 
was trying out the 


photo- 


putting 


I. Joes” and civilian production work- 
ers to perform complicated tasks of 
daily with a minimum of 


By this testing technique 


assembly 
training. 


Wartime Manual Technique; 
Will Make Postwar Products 


= Easier to Sell 
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Tempo, Incorporated, one of the pub- 
lishing firms specializing in this worl 
knows its visual training preparatio 





are practical. btoriz 


All over the world Allied peop 








are repairing Flying Fortresses, sub(ur a 
marines, radios . all of the fightingir ed 
equipment that is making victory p4ipduc 
sible and repairs are made 

record time, with the aid of manu ; 





featuring the exploded-view techniq 
equipment can’t _ be 
repaired by 


together W 





Precision 





sembled or 
Printed 
illustrations and diagrams that 

an eleven-year-old can understal 
make sure that disabled equipment 


(Continued on page 134 
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Eleven-year-old boy proves the advantage 
of simplified service manua's 











































.. WILL THE NEW 
HESE COLORS BETTER?’” 


knowledge. That goes for the wiring of a small-town store, 
vell as a huge industrial plant or hospital. And after an elec- 













A “how-it-was- 
done” story of a 
high-voltage job in 


kal system is installed, if it ts at all complex, it has to be main- 
i by an expert. Electrical Contracting’s editors cram every 







e full of material that gives contractors and industrial p slant a big factory, as 
] ee ’ 4 4 . oO | oO ou d s 
ef electricians the ““know how’”’ that is rarely found in text- told to our Indu 






trial Editor by the 






‘s or learned in school, but which they must have if they are ceehenciie aiten dia 
r jobs. These pages show a few examples of typical signed and in- 
torial articles that are tailor-made for our kind of reader. stalled the system. 














if advertising can help in this vital educational job, too. 
t editors can—and do—show our readers how your &ind of 
re used, where they are used, why they are used. 

an give 
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ae 1 story 
ut yo; un par- 
lar p! duct as 


ourself. 









1 best know its 
sales 
many 
the tech- 
al that our 
lers should fully 
lerstas SO they 
specify, buy, in- 
and maintain 
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This article, in the June issue, 
tells how an electrical contrac- 
tor helped to improve the 
lighting in a war plant—ther 
by increasing production, re- 
ducing employee eye fatigue, 
decreasing the accident rate. 
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subscribers in- ge 
‘ rical contractors, 
t chief electri- yi 
Service shops, - © mo 
if eers, and elec- ‘ ; 
- tors. They form er 
lar market! Ask eae be 
further data. sat} 
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UNIQUE VISUALIZER CHARTS 


Do Educational and Sales Promotion Job 


®@ Diagrammati¢ charts show how intricate 
machines function. 

@ Helpful in training sales personnel and 
in demonstrating equipment to buyers. 

@ Used in customers’ plants to train new 
workers and to describe operations to vis- 
itors. 

@ Schools, municipalities and military train- 
ing units using the charts now; Creamery 
Package Mfg. Company sowing seeds of 
goodwill for future harvest. 


A’ advertising manager of one of 
££ the largest manufacturers of 
dairy and food processing machinery, 
is well as a complete line of refriger 
ition equipment, I am_ frequently 
chagrined by the remark, “Oh, you 
are in the package business.” The 
issumption is quite natural. The first 
product my firm built back in 1887 
tub, hence the name, 
The Creamery Package Mfg. Com- 
In 1898, CP expanded into the 


was a_ butter 
pany. 
manufacture of processing machinery. 
Today the butter tub is practically 


extinct, but ou name re- 


company 
mains unchanged. 

All this is aside from the subject, 
but I couldn’t resist the opportunity 
“first 


to forewarn the callers.” 


What Is a CP Visualizer Chart? 


name we coined for a 


diagrammatic - phantom 


That is a 
combination 
draw ne to graphically illustrate the 
operating principle of a machine; in 


make it 


short, to possible for non- 


technical men to readily visualize 


“what goes on inside” a machine. 

The need arose when we attempted 
to illustrate the principle of our Full 
Flo Plate Heat Exchanger in a catalog 
bulletin. In the first bulletin we used 
1 highly technical drawing which only 


And, 


some 


in engineer could understand. 


oddly enough, there was even 


difference of opinion among our own 
engineers about being able to un 
derstand it. 

bulletin, the highly 


retained, but 


In the next 
technical 
supplemented with a simple flow dia- 


Still, the didn’t 


draw ing Wwas 


gram. combination 
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tell the clearly and simply 


enough. 
Advertising Techniques Used 


At this point, the advertising and 
engineering departments got together 
and decided that there must be some 
way to illustrate the flow principle so 
that it would be readily understand- 
able. The a combination 
diagrammatic-phantom drawing which 
was reproduced in the bulletin in six 
Later, comments from sales- 


story 


result was 


colors. 
men and the trade proved that the 
problem was finally licked. 

Being pleased with the results we 
thought there surely must be ways 


of getting greater benefits from these 


, 
< 


charts. 





An early attempt at visualizing how the ma- 
chine works. ". . . even the engineers had 
difficulty with this” 








Chart shows exactly how a milk homogen- 
izer works. These charts have been a great 
aid in educational and promotion activities 


Pustic HeattH AutnHorittes: From 
time to time we have fu shed 
Visualizer Charts to various city; 
state, and federal public heai'h au 
therities who are concerned with 
sanitation in dairy products )lants 

(Continued on page 120 
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By FRED G. JONES 


Advertising Manager, The Creamery 
Package Mfg. Company, Chicag 


Extending Use of Charts 


Soon we hit upon the idea of mak- 
ing large-sized blow-ups that could 
be hung on a wall. These then could 





be used in many ways such as: 


CP Saces BRANCHES: For sales meet 
ings and also for display in branch 
showrooms. 


in two ways— 


Customers: Use it 
first, in training help to operate the 
particular equipment. This is im- 
portant today with so much inex 
perienced help. Second, for educa 
tional display to the public. Thi 
is of growing importance as ther 
is a distinct trend toward “‘shov 
plants” in the dairy industry. Many 
of them encouraging people to 
their plant. 


VIS 


Visualizer Chart 


Dairy SCHOOLS: 
were furnished to every agricul 
tural school (with a dairy n 
facturing department) in th 
United States and Canada. The 


response from the professional stafi 


has been very gratifying. They 
use the charts for regular classroon 
instruction and report that th 
charts make their teaching j0 


much easier. The result is good 
for our company in two directions 
with the staffs of the dairy schools 


t jens 


and long range with the stu 





many of whom will some day & 

working in or operating air 
plants. 

Latin AMERICAN AGENTs: We als 
had the charts printed in Spanish 
and Portuguese and furnished them 
to our agents in Central and South 
America. The charts are 


larly valuable for our agents sinc 
splay 


p ticu- 


it is not always practical to « 
the actual machinery. 








rom 
shed 
city; 
au- 

1 
with 
ints. 
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TEXTILE INDUSTRY 
PLANNING AND BUYING 
FOR POST-WAR 


Textite mills, running at peak produc- 
tion, are already anticipating the shift to 








civilian and Lend Lease production. With an in line with present buying and machinery as 
outlook for continued maximum demands shown on the chart above—from the South, 
for years to come, textile buyers are now and New England, with a sprinkling from the 
looking for machinery, equipment and sup- Mid Atlantic area and other states. 

lies for more efficient operation and im- Place your advertising before the buyers in 
roved products. the industry who read COTTON, Serving 


the Textile Industries—the publication with 


suying, now and in the post-war period, 
a National Coverage of a Sectional Industry. 


omes from the active sections of the industry 


AW.R.C. SMITH Pudiication 


GRANT BUILDING, ATLANTA, GEORGIA 


E Ss Also Publishers of 
seRY . SOUTHERN HARDWARE « SOUTHERN POWER and INDUSTRY 


. 
md ELECTRICAL SOUTH « SOUTHERN AUTOMOTIVE JOURNAL 
# wextile 
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How Changing Conditions Will Affect 
Machinery and Equipment Marketing 


@ Mr. Lester, in the first part of this article 
(p. 31, July I.M.) in setting down the rea- 
sons why changing conditions will effect 
the marketing of machinery and equipment, 
cited the more probable causes: 


1. The war is stimulating technical knowl- 
edge and skill. 


2. An upheaval of the relative impor- 
tance of markets is in process. 


Higher wage levels wili continue. 


4. In spite of enormous production, ob- 
solescence of machinery and equip- 
ment progresses. 


5. There. will be keen competition in the 
postwar era. 


New makers will come into the field. 


7. Selection and training of sales force 
will be of prime importance. 


8. Attitude of employes is changing. 


9. Government's influence on business 


should be keenly observed. 


@ Mr. Lester followed the nine points with 
this question: “If the above premises appear 
sound, what is the wise, alert sales engineer- 
ing management doing about them now?" 


§ narruniyy on how to tackle the 
problem can best be directed along 
these lines: 


The market, postwar and later. 


Products and services to be fur- 
nished customers. 
Probable com petition. 


Personnel. 
Selling one’s own organization. 


Sales policies and selling costs. 


Market 


lines: The first applying to a prod 


studies follow these maj 
uct or product line deals with where, 
how much and when. This tells where 
to go for business and determines the 
location and extent of sales engineer- 
ing personnel, sales promotional effort 
and customer service The 
second, equally important and often 
neglected, is a study of how custom- 
ers like to do their buying and consid- 
ers Customer organizations, people and 
methods, and whether the actual spe- 


facilities. 
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By BERNARD LESTER 
Assistant Manager, Industrial Department 
Westinghouse Electric & Mfg. Compar 


cifying is done by purchasing agents, 
plant superintendents, consulting or 
manutacturing equipment engineers, 
etc. This tells the directional effort 
of effective selling. 


Markets Should Be Studied 


At the outset, the first essential is 
that any machinery and equipment 
builder assign someone to the duty of 
Without such 
studies his future is almost 
hopeless. Such an individual should 
not be a statistical “shark” but pref- 
erably a good practical analyst, of a 
personality that fits in well with 
others and one who has had field sales 
engineering experience. A_ general 
knowledge of the product sold and its 


studying the market. 
market 


uses is essential. 

The kind and extent of 
market information will depend upon 
the products built and their uses. For 
instance, manufacturers of paper and 
pulp making apparatus, textile ma- 
chinery or printing machinery, who 
are temporarily inactive on their regu- 
lar established due to war re- 
strictions, have a much simpler prob- 
lem in studying their market which 
consists of few classes of 
buyers, than have builders of pumps, 
compressors, material handling equip- 
ment, welding apparatus, and machine 
tools, market is a horizontal 
one, existing in all industries. 

Stress should be laid on studies of 
the markets in the South and far 
West, for great changes have taken 
place over these areas during the war. 
Watch New Materials 

Watch closely the chemical, rubber, 
plastics, textile, rayon, paper, food 
products, petroleum, railroad, avia- 
tion, water supply, sewage disposal and 
construction industries. Great mar- 
kets are now in the making for a wide 
use of many types of machinery and 
equipment. Those manufacturers who 
have built apparatus in the past for 
one particular industry, should cer- 


essential 


lines 


one or a 


Ww hose 
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tainly keep their eyes on other indus- 
tries. For instance, machine tool 
builders who have devoted their life 
to building machines for cutting an 
shaping metal, are now confronte 
with glass, plastics and other new 
products. 

When it comes to the much neg- 
lected field of analyzing how custom- 
ers like to do their buying, the war 
has made many changes. For instance, 
purchasing agents have come to the 
front. They have in many instances 
performed an outstanding service un- 
der the pressure of necessity by stim 
ulating the use and substitution of 
new materials and new processes. As 
a class they are becoming much more 
engineering-minded and their impor- 
tance and responsibility during th 
war period has greatly advanced. Thx 
importance of works equipment 
gineers and others who have had & 
do with the laying out of plants and 
processes has been greatly increased 
by the vastness of the war effort 


Buying Pattern Changing 

The influence of the independent 
engineering and contracting compan) 
has become much greater during the 
war. Such companies have attracted 
skilled engineering talents, obtained 
vast experience, pushed through pro 
ects rapidly, and their influence 
the placing of business must be reck- 
oned with in the future. 


If the machinery and equipmen 
builder were to take a few typicé 
customers and make case studies, ! 
would doubtless find that a changeé 
pattern of buying is taking pi 
which will give definite guidance tor 


place 


sales engineering effort to these com- 
panies in the future. 

Mailing lists are in for a jot % 

d one 


additions and red pencil work a 
thing to stress is revising and keeping 


mailing lists up to date. Informative 
sales material for use by the sales 
engineer will be of greater importance 
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A partial list of MAINTENANCE Hownews in FACTORY 


contributing to American War Production 


LIGHTING 

Stop Vibration, Add to Lamp Life 

Lighting to Stop Sabotage 

What Cold-Cathode Fluorescent Lighting Is 
Regular Servicing Keeps Lighting Fixtures Fit 
Incentives Cut Lighting Maintenance Costs 


PLANT PROTECTION 

Guarding Against the Saboteur 

Keep Fire Out of Air Ducts 

Protecting Plant People and Equipment 
School For Plant Firemen 

Protecting Plant and Production 


BUILDING MAINTENANCE AND 
ALTERATIONS 

60 Acres of Roof to Maintain 

Keeping Buildings in Condition 

What To Do When Floors Leak 

With Us, Every Day is Building-Inspection Day 
Postwar Maintenance of Wartime Plants 


ELECTRICAL AND MECHANICAL 
EQUIPMENT MAINTENANCE 

Day and Night Maintenance 

Electrical Equipment Maintenance 

Ready To Go Maintenance 

How to Get The Most From Power Trucks 
Our Maintenance is Geared to Wartime 
Traveling Crane Troubles and Their Causes 
Quick-Service Maintenance 


REVAMPING OLD PLANTS 
Equipment and Materials Available for 
Plant Modernization 


Revamping an Old Plant for a War Job 
LUBRICATION 


Centralized Lubrication Is Safe and Speedy 

Scheduled Lubrication Saves Oil, Machinery, 
Time 

How to Get the Lubricant to the Bearing 

Scheduled Lubrication Slashed Upkeep Costs 

Planned Lubrication Saves Men and Machines 


Among the outstanding authorities who prepared the above articles were: VAUGHN BELL, Dir. 


Ind. Rel. 
Co. - FRANK CLAYTON, Plant Engr., 
H. K. Ferguson Co.; JAMES D. HALL, Engr., 
Supt., American Maize-Products Co.; 
America; NELS SWENSON, Gen. Supt., 
Maint., Thompson Products, Inc. 


“FACTORY? 


MANAGEMENT AND MAINTENANCE 


1 McGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


The 
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W. S. REARICK, Chief Wks. 
Warner & Swasey Co.; 


, Bell Aircraft Corp.; J. L. BOWMAN, Mech. & Power Supt., E. 1. DuPont de Nemours & 
Consolidated Aircraft Corp.; F. W. DANIELS, 


Chief Engr., 
j. L. LOONEY, Plant 
Engr., Aluminum Co. of 
LAWRENCE TEARE, Supt. of 


Westinghouse Lamp Div.; 





SEND TODAY 


A bibliography of FACTORY'S main- 
tenance Hownews articles — from 
1940 through 1943—is available 
for your clients or others in your com- 
pany. Just write us today for acopy. 


magazine of “Hownews” 
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in the future than it has in the past. 

In considering markets, we have a 
situation existing in several instances 
which normally is quite rare. A num- 
ber of new companies have set them- 
selves up to build specific products for 
war requirements. The demand sooner 
or later will cease. What will such 
companies do with their plants and 
equipment? This problem 
commercial and marketing studies but 
this is not the first step to consider. 
Such companies should start now con- 


involves 


sidering their plant facilities and list 
every possible product that could be 
economically built in it using existing 
or modified equipment. Then comes 
the problem of finding what the mar- 
ket is or may be for such products, 
and thus determine the future of the 
company. Obviously, this 
1 trial study of the market for each 


requires 


suggested product and the final plan 
developed for distributing it. 


Discussions of new product devel- 


opment are becoming increasingly 


popular. Sales management should in- 
sist upon becoming a partner in these 
Aside from the fact 


that they must sell the product, they 


undertakings. 


represent to a large degree, the eyes 
and ears of any organization as well 
as the mouthpiece. However, the de- 
velopment of new types of machine 
and equipment may become too much 
of a fad and fancy—interesting and 
enticing, but sometimes distracting. 

Recently I asked the head of a lead- 
ing manufacturing and engineering 
company what new products were un- 
der way. The answer was, “We have 
no major new product developments 
We are making minor im- 
provements but our big job in the 
future is to develop new uses for our 
products and services in industries 
upon which we have not concentrated 
in the past.” 


in mind. 


When to Market New Models 


Another machinery manufacturer, 
replying to this question, said, “Yes, 
we are developing two new types of 
machines, rendering existing models 
obsolete, but we are pursuing this 
development very carefully and thor- 
oughly to be sure we are right and 
also will offer them only when the 
market is ripe.” 


Sources of new business will largely 
come trom: 


1. Replacement, where the ap- 


paratus is worn out. 
2. New uses for existing apparatus. 
3. Newly designed apparatus which 
through availability 
types obsolete. 
4. Newly 


renders existing 
machines for 


designed 
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new duties heretofore unmechanized. 

The hazards of the undertaking, as 
well as the possibilities of outstanding 
success, increase in the order men- 


tioned above. In these developments, 
sales management must sell the idea 
to its own people that no development 
can be successful unless the product 
can be sold economically. 

Several manufacturers are under- 
taking the development of additional 
items not formerly built, for the pur- 
pose of rounding out their lines. This 
activity is based on the idea of “more 
volume with a small increase in sell- 
ing expense.” Such advantages are 
often over-estimated and sales man- 
agement will be particularly careful 
in weighing the advantages of being 
a specialist against that of being a 
universal provider with sales efforts 
probably spread very thinly. 
Eliminate Some Products 

The reverse of product develop- 
ment, that is, eliminating product 
items due to decreasing demand or 
lack of profit, is in the coming chang- 
ing market second only in importance 
to new product development. 

“The postwar period will be highly 
competitive” is common talk today. 
Such a conclusion appears reasonable 
in the case of the sale of machinery 
and equipment, since the production 
and sales rate of most types have at- 
tained levels far in advance of past 
records, due to war demands. There 
will be more and a greater variety of 
“offers” and fewer “acceptances,” and 
greater pressure to furnish more for 
less. Certain characteristics of the 


postwar competition should attract 
our attention: 
Since machinery and equipment 


builders sell the results obtained from 
labor and time saving apparatus 
largely to producers of consumer 
goods, increased competition among 
the latter create sales opportunities for 
the former. Great opportunities will 
therefore exist for sales engineering 
skill, and it appears likely in the post- 
war period that competition will re- 
volve more around the sales engineer- 
ing skill in determining and demon- 
strating time and labor saving qual- 
ities as applied to process problems in- 
volved, than to the abstract merits 
of one make of apparatus against 
another. 
Higher Prices Can Be Justified 

Prices will undoubtedly be relat- 
tively higher in the future than be- 
fore the war. Justifying and obtain- 
ing the price for apparatus can only 
be accomplished by evaluating the 
length of time the apparatus will take 
to pay for its initial cost through sav- 


ings. This suggests a changing atti- 


tude toward established selling prices 
as applied to specific classes and types 
of apparatus and a higher value at- 
tached to selling skill. 

With the development of new in- 
dustries, processes and materials, we 
will see a great increase in the com- 
petitive ways of performing opera- 
tions. Increased competition — will 
exist not only between makes of ap- 
paratus of a similar character and 
built for the same purpose, but espe- 
cially between different methods of 
performing the operation. In_ the 
metal working field, for instance, be- 
tween the employment of machine 
tools for grinding versus cutting 
metals, or the use of castings versus 
welded shapes or plates; in transpor- 
tation, the steam locomotive versus 
the Diesel electric; in material han- 
dling work, the powered factory truck 
versus the conveyor; in air handling, 
the high speed axial-flow fan versus 
the conventional blower, and so on. 
Competition to the apparatus builder 
confronted with the results of inven- 
tive genius, altering requirements and 
the development of new materials, 
will necessitate greater attention in 
selling to methods of doing the job 
Competition from this angle will be 
multiplied over the past. 

With many new products appear- 
ing, standardization will become in- 
creasingly active and important, and 
this applies not only to engineering 
standards but also to standards which 
legally stabilize distribution practice 


Constructive Competition 
Competition should be 


tive. Trade practices pursued }) 
competitors may be destructive, and 
de-rate a company or an_ industry 
New companies entering a field 4l- 
most invariably try questionable short 
cuts to achieve position quickly, not 
realizing all the pitfalls that estab- 
lished suppliers have discovered and 
avoided. But, they often contribute 
ideas and apply new thinking, and th 
danger comes from questionable prac- 
tices they adopt based on inexpert 
ence. Successful sales management 
the future will pay even greater a 
tention to organized trade activities 
and a broader view toward newcom 
ers, as well as a further definition an¢ 
adherence to practices that are go 


construc- 


| 


for a group of companies and 4 
industry. 
Everything points to the conclu- 


sion that presently the biggest job o! 
all which faces sales manage 
that of selecting, training and 
vising men. Their performance 's * 


the foundation of sales volu vai 


low selling expense. The upheav? 
which has occurred within every sale 
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re than 400,000 individuals. 


ommends the following formula 
e marketing-in-print: 
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Ww to get action? 


First — Make sure that essential informa- 
tion on your products is always instantly 
accessible in the offices of your important 
prospects by distributing a catalog, specially 
designed for the purpose, in the Sweet's Files 
which serve your market, 

Second — Get quick action from your mag- 
azine advertisements, direct-mail pieces or 
letters, by referring each reader to this further 
information which is already on file in his 


office. 


This procedure covers, in the shortest pos- 
sible time, all the preliminaries leading to 
requests for personal sales calls. The re- 
sult — more opportunities to sell, and 


more orders. 


For further information on the 
Sweet's Files, please consult the 1944 
Market Data Book. 


SWEET’S CATALOG SERVICE 
Division of F. W. Dodge Corporation 
119 W. Fortieth St., New York 18, N.Y. 





organization during the war and the 
successful meeting of a market in- 


volving new faces, new customers 
and new products will challenge the 
skill and character of sales manage- 
ment. 


Satisfying Personnel 


store for 
those who are not following very care- 
fully the mental attitude of men who 
gone into the There 
will be the problem of satisfying the 
young man who left with a year or 
two’s experience and now has become 
a Major or even a Lt. Colonel. Like- 
wise, there will be the problem of the 
older man who has stayed on his job 
and transferred to other duties. 


A rude awakening is in 


have service. 


Things that must be done now are 
these: 

1. Maintain a frequent and inti- 
mate contact with salesmen who have 
gone into the fighting forces. Re- 
member they are forming new friend- 
ships and many ideas are being formed 
as to what they would like to do when 
back. 


re-evaluation of 


Emergencies always 
the future 


they get 
bring a 
for the individual. 


2. Set up methods which would 
be followed in taking them back and 
also selecting new ones. Good men 
now in the service will be in an ex- 
cellent position to recommend others. 

3. Many young men being trained 
in the service are wondering why in 
the world sales management did not 
give them similar training for their 
jobs in industry? Start 
velop sales training programs. Study 
government training programs be- 
cause the man returning will have 


now to de- 


entirely new ideas as to the necessity 
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of training and the methods to be 
followed in accomplishing it. 
Selling Will Again Predominate 

Soon, we hope, the great emphasis 
that has been placed on physical pro- 
duction effort will be transferred to 
distribution and selling effort. Sales 
management will need as never before 
the support, help and understanding 
not only of top management but other 
parallel departments in his company. 
The better his associates who design, 
produce and service the equipment 
built understand his problems, the 
more support he is likely to have and 
the easier his work becomes. Partic- 
ularly will this help be necessary, as 
the patriotic zeal which has supported 
production during the war subsides 
as peace comes. 

We are all familiar with some of 
the misconceptions of sales effort that 
sometimes exist in the minds of fel- 
low workers. 

Understand Departmental Problems 

How can this lack of understand- 
ing of one another’s problems be over- 
come? Here are some suggestions. 

1. In organizations of medium or 
larger size why not have a get-to- 
gether, possibly a dinner, including a 
serious presentation to the headquar- 
ters people of subjects relating to cus- 
tomers’ problems so that the sales 
department is placed in the position 
of meeting these parallel personalities 
on an equal footing, explaining what 
they are trying to do and extending 
an invitation for advice and sugges- 
tions. 

2. Give the designing 
and factory people a chance to meet 
customers, both by occasional trips 
in the field and also when customers 


engineers 


The Story Behind the Cover 


"i ED from a stirring speech by General Eisenhower, stressing Victory in + 
art director Arthur Sullivan, Charles Daniel Frey Agency, Chicago, ™¢ 


artist Charles E. Kemp produce this striking illustration for a Pullman-Stanaié 


Car Mfg. Company advertisement. 


The drawing, made in charcoal technique, dramatically illustrates the m 
ment of a train across the United States. 
The “V” for Victory formed by two searchlights, which might b« 


landing field, frames the headline of the advertisement which was prompted § 


the keynote of Eisenhower’s speech. 


Copy in the advertisement pays tribute to America’s railroads and 
the important job Pullman-Standard is doing, building not only rail 
for which it is so well known, but building escort, rescue and landing 
troop sleepers, hospital trains, tanks, gun carriages, plane assemb! 


bombs, trench mortars and parts for anti-aircraft gun mounts. 


The advertisement closes with a picture of General Eisenhower and 


appeal to buy more War Bonds. 
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visit headquarters. On such occa) [ 
sions build up the importance of the! erat 
engineer and the factory manager in equ 
the eyes of the customer. I have seen} visi. 
some sales organizations enormously} com 
helped by following this practice, re-| Oth 
sulting in cooperative interest, speed-f stru 
ing up operations and rectifying} "tu; 
troubles when they come. engi 

3. Get in the hands of the head-fticu 
quarters people not directly connected men 
with selling occasional pieces of lit-[com 
erature which will be informative andj plan 
excite their interest in customer ac-] men 
tivities and show them how the prod-| W 
ucts that are designed and built aref tion, 
put to use to the edification of thos gine 
who have produced them. in cc 
Product Knowledge Sales Help — 

nance 

By the same token, sales engineers 
are going to have much better ap. 
preciation of designing and manufac. 
turing problems. Their knowledg 
of design and manufacture will gain 
attention and what they say will carr 
weight. More important is the fact 
that they themselves can utilize the 
information gained, in selling. 

Somehow I cannot get stirred up 
when a sales manager tells me he is 
devoting his time to seeing how he 
can reduce his selling expense. The 
question “what it should be” usuall) 
is not satisfactorily answered. Usv- 
ally, I have noticed, he arrives at the 
point “if the designers would do thi nh 
or the factory would do that” w hi 
could do our job for less, or again “! lin 
my dealer or agent would only reduc va 
his selling cost.” Selling expense ” 
not reduced by directing effort obf. In 
jectively to it alone as an aim. Thip'"8 'S 
approach is a negative one. — 

(Continued on page 69 awh 
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Buying practices for construction, op- 

eration and maintenance of plants and 
equipment are very similar in each di- 
vision of this group. Many oil and gas 
anies construct their own plants. 
Others contract with engineering-con- 
struction firms to do the work on a 
turnkey” basis. In both instances the 
engineers are chief factors in the par- 
ticular design and selection of equip 
ment. In either case the oil or gas 
company's engineers see to it that the 
plant meets with their specific require 
ments. 

When the plants are put in opera 
tion, the superintendent, the chief en- 
gineer and the chemical engineer are 
in complete charge, making recommen- 
dations or actually specifying mainte- 
nance equipment and replacement parts. 


con 


Refineries | 


as 











Refining the Crude 


This “photographers’ delight” shows 
high pressure and high temperature 
lines in foreground; flash tower, 
vapor separator and pressure dis- 
tillate bubble tower in background. 


In refineries, even though the build- 
ing is often done by a “turnkey” con- 
tractor-engineering firm, the oil com- 
pany’s engineers are the men responsi- 
ble for getting exactly the kind of plant 
needed for the company’s specific pur- 
pose. So the engineeer has a loud voice 
in the sclection of materials and equip- 
ment even though in some instances he 
vith the contracting company’s 
ng staff. 
the refinery goes on stream, 

and maintenance is in the 

superintendents, engineers, 
echanics, chemists, foremen 


I visors 


PETROLEUM INDUSTRY 
BUYING HABITS PARALLEL 
OPERATING FUNCTIONS:* 


(Perce stage of equipment bought by each 


engine 
On 
operat 
harge 
Master 


nd 


all types 46.74% 


27.32 


all types... 
charge of Op- 
a eee 13.93 





Total 

- ll types 
~} . | types 
f 


87.99% 
5.51° 
: 4.39° 
x types _ 
~~ & Geophysicist 71% 
Fs 52% 

12.01° 

rch, in cooperation with Hooper- 


- Total 
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WHAT IS THE EDITORIAL OBJECTIVE? 


Petroleum Engineer provides the operating divisions of the petroleum and natural 
gas industry with a clearing house for practical operating ideas and methods. 

All articles are written and edited exclusively for field and plant engineers, 
superintendents, foremen and operating officials. They deal with new and advanced 


techniques and practices that help solve their engineering problems. 











WHO READS PETROLEUM ENGINEER? 
(Business Analysis of Subscriptions; Based on December 31, 1943, 
Publisher's Statement, November issue.) 
Drilling & Pipe Natural 
Producing Line Gasoline Refining Total 
Superintendents and foremen (in- 
cluding Drillers and Tool 
Pushers) .. seats 1,727 473 290 §22 3,012 
Engineers ...... nee — 1,226 369 185 531 2,311 
Officials in Charge of Operations 466 74 33 132 705 
Ea asaee 3.419 916 508 1,185 6,028 
Contractors—Drilling, Pipe Line 
& Refinery 330 80 3 26 439 
Chemists and Geologists. 182 7 45 222 456 
Field, Plant and Miscellaneous 
Workers 287 135 87 373 882 
Company subscriptions ....... 250 20 14 184 468 
Land, Lease & Legal Depts. Inde- 
pendent Producers, Purchas- 
ing Agents, Unclassified 276 16 2 42 336 
Total 4.744 1,174 659 2,032 8.609 
Equipment Manufacturers, Sup- 
ply Dealers, Stores and Ser- 
| vice Companies 1,017 
Miscellaneous 656 
—— ' 
Grand Total 10,282 
' 
ADVERTISING RATES: 
13 ti. 7 ti. 3 ti. 1 ti. 
One Page $180.00 $195.00 $210.00 225.00 
One-half Page 97.50 105.00 112.50 112.50 
One-quarter Page ............ 52.50 56.25 56.25 56.25 


All space sold on bulk basis; rates governed by total space used within one year. 


For full details on cover rates, additional fractional units, color, inserts, etc., see Petroleum 


Engineer listing in Standard Rate & Data, Class. 111. 


DRILLING & PRODUCTION © PIPE LINE @ REFINING & NATURAL GASOLINE 





~~ 
y ” Irwin-Keasler Building, Dallas 1, Texas CABG) 


New York 17, N. Y., 52 Vanderbilt Avenue, Roger Motheral; Chicago 6, Illinois, 





330 So. Wells St., E. V. Perkins; Los Angeles 36, Calif., 518 N. Sweetzer, R. C. Wipperman. 
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PRESIDENTS Don’t WEAR GIRDLES 


Edward Bok, in his book, The Americanization of Ed- 
ward Bok, decried the need to be two people—Edward 
Bok, the exacting editor, and Edward Bok, the private 


citizen, a human being. 


Many have noted the difference between the coldness 
of a man behind a mahogany desk and his warmth at 


the roth hole. 


Everyone with large responsibilities is at least two people. 
During working hours he drives toward the best use of 
time; his office personality seems stern, calculating, and 
abrupt. He doesn’t clutter his business day with per- 
sonal trivia—and he doesn’t wear girdles. He reads his 
executive magazine (the journal of his “trade”) in the 
same mood and tempo. So why advertise girdles or any 
personal item in an executive magazine? It retards and 
interrupts the flow of “strictly business” reading and 
thinking. It handicaps the advertiser who has a strictly 


business message. 


Dun’s Review limits its advertising pages to “strictly 
business” messages from companies carefully examined 
for suitability, desirability, and reliability. This accounts 
for the high level of responsiveness from the 20,092 presi- 
dents (by actual count) and 33,567 other executives 
reached by the magazine. They are the important of- 
ficers of the major portion of the top-rated companies 
in manufacturing (55°%); wholesaling (26°) ; financial, 


1o) 


banking, and insurance (9.7%). 


DUNS REVIEW 


Published by ‘DUN & BRADSTREET, Inc. 
290 Broadway, New York 7, N. Y. 


CHICAGO CLEVELAND BOSTON LOS ANGELES SAN FRANCISCO 
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| virtually 


| ber of federal, state, municipal, trade 


| which contribute to uninterrupted 


| requirements tend to raise the quality 


terial for use in advertising. Th 
| number of advertisers and agencit 
using such information is growing 
rapidly. 


[CONTINUED FROM PaGE 32] 


| Underwriters’ Laboratories 


when the backing of the National 
Board of Fire Underwriters, the trade 
association of some 200 capital stock 
fire and casualty insurance companies, 
was obtained for the little laboratory. 


UL Approval Assures 
Product Acceptance 


Today, approval of a product by 
Underwriters’ Laboratories results in 
automatic acceptance of 
that product under the purchase speci- 
fications and standards of a large num- 


engineering and 
sional organizations as shown by ; 
recently completed survey. Probably 
no other single agency has such wide 
recognition of its standards and ap 
provals. 


association, profes- 


As an example, many federal speci 
fications for United States government 
buying, state that the label of Under- 
writers’ Laboratories is prima faci 
evidence of acceptability of the prod 
uct under the specifications. 


Quality Also Determined by Tests 


Quality testing is being done by 
the Laboratories in certain fields and, 
in fact, it will usually be found that 
quality and safety go hand in hand 
The same standards and tests which 
assure the safe performance of a re- 
frigerator, for example, and prevent 
it from leaking toxic refrigerant ever 
under overloaded conditions, also cal 
for design and constructional features 


service, long life, and efficiency. Simi- 
lar examples of how the Laboratories 


of an article could be cited for prac- 
tically all of the products tested. 


More Advertisers Using UL Facts 


Knowledge of the reasons behind 
the requirements of the standards 
Underwriters’ Laboratories, and * 
realization of what they accompli, 
is providing astute advertisers wi 
convincing and irrefutable sales m*- 


As in its work with the develop 
ment and engineering departments © 
manufacturers, the Laboratories gladl 
cooperate with advertising and sae 
departments in providing naterial 
and information useful in promoting 


approved products. Details of tes® 
and requirements, copy help, | “7 
tne 


labels, cuts, etc., may be had ‘or 
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it small. But, the machinery business, 


designers usually buy the motors a 
Standardization of motor sizes, both ac 
should be extended — 
Accelerate progress of standards = 
Taken as a whole the motor situation 1s pe 
ae : “ran 
nd machine designers can usually find ~y oe 
r : ol 
rn their requirements The are oa 
; stro! started much later, and it is in this via 
~ war machinery finds most 0' 
In the first place, controls are 4 
here are more parts to fail 
: nplaints are call 
achine tools, most electrical = P eg 
me trouble with the controller 7 
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To the true Engineer... 


No Product is 
ever. 


How Motors And Controls 
Can Be Further Improved 


OSTWAR development raises the question of 

what product development engineers will require 

from the suppliers of motors and controls that 
electrical drives may be further improved. Future re- 
quirements need not be much different from those of 
the past; but there has been so much talk of many 
developments that the time may be about ripe for ac- 
tion. The groundwork must be completed soon if these 
ed 
dy 





Perfect |: 


NTHUSE as he may over a new product development, 
the true engineer is never ready to accept that product 
as the ultimate in performance, appearance or monv- 
facturing technique. He knows only too well that the 
improvements of today will give way to still greater 
accomplishments tomorrow. “Perfection” to him is a 
goal . .. never a reality! 


That is why manufacturing engineers are forever 
alert to new technological advancements in materials 
and components that can contribute to the betterment 
of their designs, both on existing products and those 
still on the drafting board. 


So it's easy to see why ELECTRICAL MANUFACTURING 
holds such genuine reader interest among those respon- 
sible for the development of all machines, appliances 
and equipment, electrically operated. 


ELECTRICAL MANUFACTURING focuses squarely on the 
special problems of such product makers. It is their most 
prolific source of ideas on new methods, materials, 
metals, electrical and mechanical parts, equipment and 
finishes... components of every type which can contribute 
to the improvement of their own manufactured products. 


Advertising that shows the engineer how to bring 
about these improvements, gets its deserved share of 
attention ‘in today's pages of ELECTRICAL MANUFACTURING. 
Such advertising is always “on target.” 


ELECTRICAL 
| MANUFACTURING 


THE GAGE PUBLISHING COMPANY 
1250 SIXTH AVENUE, NEW YORK 20, N.Y. 
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BY R. S. ELBERTY é 
CONSULTING ENGINEER 


Frames should be heavy and a more generous use of 
copper and iron would be welcome. 

Slotted feet for motors used on belt drives save a 
notor plate, which is a high percentage item of 
expense on fractional horsepower drives: 

In general, integral horsepower motors have been 


improved so rapidly as to keep ahead of actual require 
ments, but there are still some points to be kept in mind 


Tighten up on tolerances all around, less runout, bet 
ter balance, closer dimensions between bottom of 
feet and shaft. Suggested tolerances for machine 
tool applications are 
Feet. Flat and parallel = 0.0015 in 
Shaft. Parallel and feet 0.001 in. per 6 in. length 

Runout 0.001 in 
Flange. Ovt of round 0.002 in. Out of square 
0.001 in 

After seeing the latest, we still ask for improved ap- 
pearance. 

Reduce cost on totally enclosed types 

Conduit box troubles seem to be always with us 

Where the size of the motor permits, perhaps the 

best place for this is between the motor feet and 

within the lines of the motor. Here, the motor 
designe, ways be in the middie, electricians 
wil we x, machine designers want 
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[CONTINUED FROM PaGE 36] Discuss welding. Think about weld- 
ing. Study welding. Believe in welding. Dhe Equ 


Welders as Marketers “You'll soon find that you’ve be- * STAB 'LIZER 2 












































or worn equipment in mines, mills, come a welding fanatic. ‘ : “el 
railroad shops, lumber camps. The “Webster defines a fanatic as ‘one ee ae 

fields are boundless. Its applications who is moved by a frenzy of enthusi- - * 
are endless.” asm.’ ; ; =o 

“You can preach welding to your pettes 
j associates at work and to your friends. Advertising Aids Program and : 
Instill in them the idea that welding “Some people think a fanatic is one — 

is just getting started—that they who is crazy. Well, to become crazy sa 
‘ain’t seen nothing yet.’ Talk about about welding is a good way to go —_— 
welding—not just now and then—but places in this fast moving industry.” >a 
continuously. Let people think you’re The editorial winds up with a post- er 

solely responsible for the future of script which tells how advertising to = 
the entire industry. men in industry is doing its best to What 
“Talk welding. Preach welding. increase the usage of welding. Sell 

cumu 
utlay 
ibsolu 
t sho 
| House organ of The Lincoln Electric Com. ious! 
| y= pany which goes to nearly 100,000 welding ftactor 
: operators. Its articles are largely contrib- Pcrease. 
= uted by welders, being case histories on § 1): . 
= how to do certain jobs. Through the pages Th 


of the "Stabilizer," operators are impressed 
with the idea of continually selling welding expen: 


rove! 


#3 


is til 
Spreads in business papers in more . 

. Une 

than a dozen fields carry the story to 


2 esses 
about 861,000 engineers and shop .;,.;... 
men every month. a 

J ears, 


To further the idea of making dis- [when 
ciples of welders, reprints of the [make 
advertisements were put up in booklet fthe ci 
form titled “Where do I go from this fto de 
High Place” and distributed to all tact a 
==> welding operators who asked for Jmotior 





















































SS copies. the 
: . nuste: 
SS By such means as this, we illustrate : : 
= == : . 1 pleelins 
THE PAPER AND PULP MANUFACTUR- = that we are working partners with |" 
22 a reldi ' North 92" 
ING INDUSTRY WILL CONTINUE TO SSR cvery_ welding operator in North J" | 
BE BIG AFTER THE WAR . | America to further the applications ol R 
‘ the arc welding process. . 
ae t on 
With paper and pulp products substituting for wood ‘ anaes 
and metals during the war—and with pent-up demands - ae 
for the normal peace-time consumption of paper—there —— 
will be a continuous strain upon mills for highest pro- 3 Ritch 
duction during the post war period. Added to this, will : IM Regrets ~o-4 H 
be a world-wide cry for paper and pulp, due to dis- é chee am error was made in the com- 
rupted European production. . mE “we fy 
. . putation of the advertising volume leps 
So while plants in foreign lands are being rebuilt—and : fi f Canadi blications 
. . . y > t 
with United States and Canadian plants carrying the ee Ss , 
load in the meantime—boom times will prevail for a presented in the July issue, whit st 
considerable period. compared volume of the first six M 
The Paper Industry and Paper World, monthly edu- months of 1944 with that of the f J 
; —e mene - cove - Damer : > : 
cational news magazine, covers the Paper and Pulp same 1943 period. 
Manufacturing field for you in a way unapproached by Th t tabulation is pre 
. . > = | s pit- ' 
any other means. It keeps mill men fully informed, © correc SUUISTIOS f Proch 
and it keeps your advertising message before the men sented below: :, 
who use, buy or specify machinery, chemicals, equip- INDUSTRIAL GROUP: 
ment and supplies. It is the only ABC Monthly cover- Total pages for first 6 Ma 
ing the Industry . . . and has highest mill circulation. This book is pub- months of 1943 ....... 11 | 
Your advertising schedule should include this medium, yr A F Actual page gain, =f 
reinforced by catalogue information in the Paper and for mill operating 1944 over 1943 ........ 
Pulp Mill Catalogue and Engineering Handbook page pam... Percentage gain, 1944 
a combination with a proven background. paper and pulp mill OGRE EO. ct svavesnvee 
a in the United States GRAND TOTALS FOR ALL GROUPS | 
rite for complete facts. and Canada Total pages for first 6 | Van y 
months of 1943 ....... y) | 
Actual page gain, ert 
L| ( - 1944 over 1943 ........ Ol: 
| ° Perc ote an 
ercentage gain, 1944 ( 
rrr e } > 942 13.4° , 
59 EAST VAN BUREN STREET. CHICAGO. 3 itt. over 1943 ...cccceeees S 
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[CONTINUED FROM Pace 58] 


Equipment Marketing 


Lower manufacturing costs come 
through directing attention to such 
matters as better factory arrange- 
ment, better organization of effort, 
better tools, better use of materials, 
ind above all, more capable and en- 
chusiastic workmen properly assigned. 
Cost reduction is a result—the object 
s eficiency. Exactly the same holds 
true of the sales organization, except 
that selling deals more with ideas and 
with people. 

What About Sales Expense 

Selling expense is simply an ac- 
cumulation of individual items of 
utlay of time, money and effort. No 
ibsolute percentage exists as to what 
t should cost to sell a product. Ob- 
iously, expressing it as a per cent of 
factory cost is misleading, for de- 
creased factory cost increases such 
elling percentage, and vice versa. 
The whole concentration in sales 
expense must be directed toward im- 
ovement in the mand the use of 
is time. 

One of the most surprising weak- 

esses which I have noticed in asso- 
ating with sales engineers for many 
ears, is the fact that few of them, 
when assigned an important customer, 
make a brief but systematic study of 
the customer organization on which 
to develop a plan for customer con- 
tact and cultivation so as to set in 
notion a selling program using all 
the resources that his company can 
nuster. Usually he starts calling and 
eeling his way, often missing impor- 
tant individuals or wasting effort on 
mes of less importance. 

Reducing sales expense is a result 

t more efhcient sales engineering 
proper directed. 





Ritchette Named Manager at Thor 


H H Ritchette has been appointed 

uf f the contractor's tool division, 

nt acanesiiie Tool Company, 

He will _ in charge of dis- 

licies and appointments through 
agers 

_M tchette leaves his post as manager 
‘ ntractor tool sales at Philadel 


t 


the new position 


Prochaska S-M for CAMCO 


|. Prochaska, Cleveland district 
The Cleveland Automatic 

mpany, has been appointed 
es manager to succeed George 
who resigned 

Hannon, formerly chief of gen- 
nting, replaces Mr. Prochaska 


manager 


Van Way Leaves "Pit & Quarry” 
F. Van Way has resigned as west- 
rtising manager of Pit & Quarry 
sales representative of the 


— puipment & Mfg Company, 
Mo 
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NEW STUDY OF DISTRIBUTION 
IN LIGHT-LOAD 
CONSTRUCTION INDUSTRY 


For those Planning Post-War Sales 





Ouotas, Advertising and Sales Tri eft 
Promotion of Building Materials A NEW 


i Boul AMERICAN BUILDER STUDY = 
ane quipment FR Ce ds Se 


fis a) ee . = facturers of building = 
"Building Products Distribution" contains an up- ore io a 
materials and supplies, 


to-the-minute picture of the distribution channels ond hele odvertising 
for Building Materials and Products used in the agencies. 
following types of construction: sine 


HOUSING ..... _...Individual homes, apartments 
COMMERCIAL...... Stores, garages, service stations 
INDUSTRIAL ........ Small factories, municipal buildings 
EY Sa edaccncseuees Houses, barns, utility buildings 


What “BUILDING PRODUCTS DISTRIBUTION” Covers: 


Breakdown of 22,681 retail lumber and 4) Description of coverage of dealers 
material dealers by types, by relation and builders by American Builder. 


to population centers, and by credit rs) Type of building controlled by 


Status. 

. dealers. 

Building Materials and Products listed American Builder coverage of 
by percentage of dealers who handle. building professionals and dealers 


by territories. 


uu The dealers’ place in prefabrication. 


Description of eight principal sources 
from which dealers buy. 


SUPPLEMENTARY DATA 
“Building Products Distribution” is in loose leaf form. The names of those who request 
a copy now will automatically be placed on the list to receive supplementary material 
concerning the light-load construction industry, as American Builder's continuing study 
discloses significant data. 


Copies of this American Builder Study are available at no cost to the manufac - 
turers of Building Materials and Products, and to their advertising agencies. 





TI 
. - DO YOU RECEIVE “BUILDING OUTLOOK?” a 
: — oe , | American Builder, having served as a clearing house 
=i pmentcah OUTLOOE for news and ideas in this field for 65 years, is in a 
= \ 9) \\.DING 68-1 position to pick up information that is not always 
ee available elsewhere. As an added service to the build- 
— emt” \ ing industry, we send out a regular bulletin, “Building 





Outlook”. Drop us a note or check the attached cou 


“estie: eye pon, if you'd like to receive it. 


VOU 


Chicago 3, Illinois: 105 West Adams Street 


New York 7, N. Y¥.: 30 Church Street 








> 
American Builder, Research Department 4-A. 
105 W. Adams Street, Chicago 3, Illinois 
Please send my free copy of “Building Products Distribution.” 
(] Please send me “Building Outlook,” regularly, without cost or obligation 





Name a sea , — 





Position ee ee ee 


Company__ utente 


Street City & State ee 
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[CONTINUED FROM Pace 35] 


Engineered Marketing 


showed as holding a great opportunity. 
Starting with a single customer, by 
the end of the year 23 additional cus- 
tomers had been added, and this new- 
comer found itself with 90 per cent 
of all the business for this product 
in the United States. 

1927. The company erected a new 
plant with a huge capacity to manu- 
facture a product which it had spent 


three years developing for another 
large industry. The product was not 
only larger, more uniform, and 


cheaper than that previously used, but 
by its method of manufacture (basic- 
ally the same as that first applied in 
1921) wall thickness could be cut 
down without losing strength, thus 
effecting still greater economies in the 
use of the raw material. The analysis 
of the potential in this particular 
market was completely accurate, with 
the demand for the product reaching 
a tremendous peak in the late twenties 
and early Thirties. Ninety thousand 
tons of raw material a month were 
being consumed by the company in 
1929 and shipments were at the rate 
of several thousand carloads a month. 


1933. Thoroughly analyzing a field 
























STEEL MILL > SMELTER 
FOUNDRY 


WELDING 
MACHINING 


HEAT TREATING 
_, FORGING - STAMPING 


FINISHING 
CLEANING 


TESTING 
INSPECTION 









The bosic audience in the metal industry are the men who know metals— the metal experts — 


the metal engineers. 


Take welding. Successful welding is more than modern equipment, ready supplies and trained 
operators. It is such a factor as response of metal to tremendous heat and mounting stress. To 
adjust such factors requires more than a knowledge of welding — it demands a basic knowledge 


of both welding AND metals. 


So it is throughout the production, fabrication, processing and engineering of metals. A broad, 
basic knowledge of metals is the backbone of the metal industry — 


— And the men who have this basic knowledge are the metal engineers. Sell them and you get 
ection. Sell them through the magazine that has made basic metal information its sole business — 
ond reach more than 19,000 metal engineers — through Metal Progress. Make space reservations 


now — call our nearest office. 








METAL PROGRESS 


7301 EUCLID AVENUE.- CLEVELAND 3, OHIO. 


DON HARWAY 

“816 West 5th St. 

les Angeles 13 
Mutval 851 


A. P. FORD + 
7,301 Euclid Ave. 
Cleveland 


3 
Endicott 1910 


L. WELLS 


CHESTER 
11 West 42nd St. 
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dominated by competitive material; 
fabricated by other processes, the! 
company, in recognizing the poten-| 
tial of this market, designed a new, 
less costly, and superior product, again 
using its basic process. 

1935. Having 
the opportunity for a 
product to supplement that developed 
in 1927, the company introduced 
one by simplifying the manufacturing 
process and producing a more eco- 
nomical end result. Since that time, 
it has acquired two established com 
panies to further round out its posi 
tion in this field. 

1937. The company undertook th 
development of additional product 
for its consumer-goods markets in 
which its basic processing advantag 
a result, the next 


effectively studied 


companior 


would apply. As 
depression will not catch the company 
undiversified. 
Product development can be « 

or even ruinous if the manufacturin 
skills which characterize a particular 
company are not first identified an 
then directed, by an organized pr 
cedure, to the markets which present 


greatest opportunity for those skill 


Dean Elected Kiwanis President 
Ben Dean, a Grand Rapids, Mic 
head, was elected 
dent of Kiw: 
ternational 


‘es Vece 


vertising 


agency 


= « 
zations 1944 
vention r « 
ly held in ( 
Mr De il 
cated that 
icy will be 
toward the 
itation and 


ment ol 
men and é 
tor an I 
program o 
tion for 
Ben Dean os 
are able ta 
antage of it, and for the mainter 


cordial international relations 


Dodge Appoints Pub. Rel. Manager 


Norbert Brown has been apr 
manager of public relations of F. W 
Dodge Corporation 

Mr. Brown has been associated wi 


the Dodge organization as an ed 


manager since 1929 


New Media Director for FS&R 
George L Trimble, 
years with Marschalk & Pratt, 


associated 


TH 
the 
equ 
len; 
gro 
mil 
ton: 


mot 
450 
desc 
lar 
wer 
to t 


of ; 
erec 
eng 
the 
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In 
the 
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Fuller & Smith & Ross, Inc., as 
rector 

M. F. Decker, who has been 
of this department since the first 
is now a member of the Plans B 


"Power Plant Engineering” 
Appoints Representative 


Roy M. McDonald & Co. has 
pointed Pacific Coast advertisi 
sentative for Power Plant En 


with ofhces in San Francisco a 


Angeles 
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THE GREAT PYRAMID of Cheops at Gizeh was built by 
the Egyptians more than 5,000 years ago. It is 450 feet high — 
equal to the height of a modern, forty-story building. Its 
length is 700 feet at the side and the foundation covers a 
ground area equal to four city blocks. Approximately two 
million granite blocks, calculated to weigh a total of 4,883,000 
tons, were used in its construction. 

The cubic volume is about two and one-half times that 
of the 1,248 foot, modern Empire State Building in New 
York, the tallest structure ever built by man. 

Historians estimate that this pyramid required approxi- 
mately 100,000 men laboring at intermittent periods, for 
more than twenty years. 

Their tools were straight and circular saws made of bronze, 
and tubular drills with jeweled cutting points. 

The limestone came from Masara and 


for eternity 


Engineering is older than the recorded history of the human race. For man learned to 
build long before he learned to write. And as he thought . . . he built. Some of his struc- 
tures, like the Hanging Gardens of Babylon, the Temple of Diana at Ephesus and the 
Great Pyramid of Cheops at Gizeh, still remain as monuments to his engineering skill. 


into the science we know today as civil engineering. The 
movement of sixty tons of stone is no longer the problem 
nor the great feat it was in that day. 

Structures much larger than the pyramids are now built 
by fewer men. Labor has been made much lighter by the in- 
vention of machines that accomplish greater tasks in less time. 
So, as man progressed, as his knowledge of materials increased, 
he devised means to use them. And just as Cheops conceived 
his great tomb of granite and limestone, so men, today, conceive 
the dams, bridges and great structures they will build tomorrow. 


* * * 
The Structures of Tomorrow Are Being Planned Today 


Many structures to be constructed tomorrow are on the planning 
boards today. And because these planners are incorporating and 
specifying materials they know, it is impor- 





Tura, a few miles away. But the granite 
had to be quarried at Assuan, several 
hundred miles up the Nile River. Some of 
the stones weighed as much as sixty 
tons. These were hauled on crude, 
wooden sledges, by great companies of 
men. Wooden barges carried them across 
the Nile. 

Herodotus of Harlicarnassus, the fa- 
mous Greek historian, visited Egypt about 10 
450 B.C. In his published researches he 
describes machines made of wood, simi- 
lar to the shape of “A” frames which 
were used to raise the stones from tier 
to tie: 


Uon. |} 
4 





Proposed 


Projects 


Billions of Dollars 
Zs 


Thus, these remaining sepulchral piles, 
of an almost incredible vastness, were 
erected in an age when the science of 
engineering had scarcely begun . . . when 
the moving of sixty tons of stone was 
indeed a superhuman feat. 








In this cradle of modern civilization, 
the science of engineering was born. 
Many of the engineering principles and 


skills learned in that age have developed war projects. 


*Hist 





al data from “Master Builders of Sixty Centuries,” 


SEO Sy Te 
ps 


t 
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POSTWAR CONSTRUCTION PROJECTS PROPOSED 
SHOWING VOLUME FOR WHICH PLANS ARE 
UNDER WAY OR COMPLETED 








(Assuming that $1 of construction volume 
produces } man-hour of labor, 1 on site) 


by John Anderson Miller. 


tant that you familiarize them with your 
products now. You can do this most effec- 
tively in media that reach these men. 


Status of postwar planning reported to ENR 
compored with annual postwar construction 
budget bosed on assumed Notional income of 
$150,000,000,000 per yeor 


1943 to July 


ENGINEERING NEWS-RECORD and 
CONSTRUCTION METHODS 


reach more than 56,000 paid subscribers 
who are engineers and contractors .. . your 
postwar buyers and specifiers. 

These two publications combined offer 
the largest and best coverage of important 
buying influences on major engineered con- 
struction jobs. Why not investigate our claim 
to this coverage? We have weekly job 
checks of subscribers working on today’s 
engineering projects, proving our claims to 
this coverage. This information is available 
to you. Write to A. E. Paxton, Manager 
and ask for “Jobs of the Week.” 


6, 1944) 


yrsee 
Jobs 







Millions of Jobs (mon-years) 







Resulting 7 
Jobs ‘ 









McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 18, N. Y. 


ree, 


ENR Statistics are used by the Commit- 
tee on Postwar Construction of the 
American Society of Civil Engineers to 
measure the progress of plans for post- 
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_Sales Ideas" 





SPARTAN SAW WORKS, "¥) = 


ane foe 


ined Some 





_ Spartan Saw Works, Inc., of 
Springfield, Mass., solved the 


sales in a 


problem of maintaining 


territory being held open for a sales- 


man gone to war, and further, of 


: . 1 
maintaining customer interest in tik 


salesman during his absence, com- 


prises an interesting story of an in- 
direct mail. 


genious application of 


the creation of a 


series of direct mail pieces, simple in 


First step was 
design, and sure-fire in appeal. These 
were mailed to all principal customers 
and prospects in the salesman’s terri- 


tory. 


Folder Number One 


A Wartime 
Announcement 








74 


How Spartan Saw Works 
Uses Direct Mail to Help 
Sales Effort 


Replace Direct 


The first folder was titled, ““A War- 
Printed on 
heavy white stock aad bordered in red 
and blue, it told the reader in a 
short paragraphs that Emerson 
Hooker, one of Spartan’s key sales- 


time Announcement.” 


few 


men, had gone to war, that the com- 
would handle 
the 
acquainted them with the company’s 
policy of holding the salesman’s terri- 


pany any emergencies 


direct from factory, and 


tory open for him and providing for 


until his return. 


By stating the facts briefly and 
embellishment, the folder: 
accomplished much more by inference 
than would a long brochure detailing 
the company’s benevolence, and beg- 


his family 


Ww ithout 


ging for the customer’s continued 
loyalty. 
The second folder, titled “Appre 


was imbued with the same 
briefness and sincerity, and again 
highlighted the name of the absent 
salesman. 


ciation,” 


Folder Number Three 





sans «** }.,,. 












Folder number three, ‘The 
white and blue means,” was _ then 
sent out. Its primary purpos 


though flavor, was 


again remind customer-friends of th: 


patriotic in 


importance of the effort in which th 
salesman is engaged. 
The 


illustration 
beginning of this article, shows th 


appearing at 
fourth mailing piece which was print- 
Spartan’s 
This presentation was made to bring 
the trade the fact 
that he was still very much intereste! 
in them and was grateful for ther 
business. 


ed on regular letterhead 


before salesman’s 


The indisputable fact that sales » 
Corporal Hooker’s territory have bees 
maintained at the level at which 
left them, attest to the effectivencs 
of this series. Thus Spartan has gaineé 
three direct results: maintained tert 
torial sales; kept both company and 
salesman before the customers, thert- 


Folder Number Two 





anxl 
prot 
I 
help 
lefhic) 
) 

Rear 
indu 
lune 
REV 
broa 


It is 





Emerson F. Hooker 


during his temporary absence from | 


territory in the service of his Country 


Please feel free to call ¢ 


| seswe to serve you to the utmost 





SPARTAN SAW WORKS, | 


MASSACHU 
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at us Best 


@ Buying and specifying officials in every type of industry are 
anxious to keep abreast of developments in equipment, materials and 
processes, They are on the “look-out” now for information that will 
help them to produce present or postwar products better and more 
eficiently. 

Reaching these key men of worthwhile concerns in all branches of 
industry and supplying them with the information they want is the 
function of New Equipment Dicest (in the United States) and 
Revista INDUSTRIAL (in Latin America). This type of service makes 
broad penetration of industrial markets possible for the advertisers. 


lt is horizontal coverage working at its best. 





HORIZONTAL COVERAGE 


Exploring Latin American 
Markets 


Exploring future markets in Latin 
America need not depend wholly 
upon face-to-face interviews or re- 
quire access to a vast array of sta- 
tistics. It must, however, yield facts 
that can be studied, analyzed and 
projected into the future. 


Revista INDUSTRIAL is receiving an 
average of over 1,000 inquiries per 
month from Mexico, Central and 
South America. This includes many 
requests for information outside of 
the published material. In addition 
to furnishing direct sales leads these 
inquiries are providing the basis on 
which progressive industrial adver- 
tisers can estimate their potential 
markets—by type of industry, loca- 
tion and size. 


High Quality Coverage 


Careful. rigid control of circulation 
assures high quality returns—Re- 
VISTA INDUSTRIAL is sent only to 
well-established concerns in Latin 
(America after they have been thor- 
oughly checked. 


Enthusiastic Acceptance 


Since the first issue was mailed to 
Latin America (15 months ago) nu- 
merous letters have been received 
expressing deep appreciation for the 
valuable service rendered to the 
readers. One reason for this enthus- 
iastic acceptance is the fact that it is 
printed in two editions—one in 
Portuguese, the national language 
of Brazil and one in Spanish, for the 
other Latin American countries. 


Why not take advantage of this sim- 
ple, inexpensive means of exploring 
all those markets in Latin America? 
The rate is low and covers insertions 
in both editions. Write for complete 
data on Revista INDUSTRIAL. 





| Affiliated with the Penton Publishing Company 


i 


PENTON BUILDING « CLEVELAND 13, OHIO 
NEW YORK (17): 16 East 43rd Street - PHILADELPHIA (43): 4618 Larchwood Ave. + CHICAGO (11): 520 N. Michigan Ave. « LOS ANGELES (4): 130 N. New Hampshire Ave. 
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Sales Promotion Ideas... . 





by building a small but firm postwar 


GUIDE and CHECK CHART TO PRINTING BUYERS 


sales foundation. In addition, the 


“Pome 


manner of presentation injected a 
personal touch and aroused customers’ 
interest in man and company. 
Spartan plans to continue mailing 
these folders until the cessation of 
hostilities, while enlarging upon the 
ideas presented, perhaps including 
news regarding the progress of the 





representative serving his country. — cmeners eS od | f= | ~ — 
It seems reasonable that such a oe eae = mene aia aad as ae a ov Ana 
direct mail idea could be manipulated eee Form E ~~" 
to fit the needs of a company intend- : ans weer] send | : 
ing to open a new territory or to a ‘ anal +5 


introduce a new representative. 


Broadcast Listings : x 


Provide Vehicle for 
Company’s Message Spread from a promotional piece sent to printing buyers by American Type Founder 
describing its new step-by-step plan for planning printing equipment purchases in postwar 


For Allis-Chalmers Mfg. ¢ ompany, Several of the forms for use in planning are shown here. Details of plan are discussed below 


Milwaukee, “Good Living” is the 
stone that killed two birds, the birds 











under fire being the. promotion of ers. Its five pages contain a homely, kind of presses to buy, if any, or how 
listenership for the company’s Bos- easy-tempoed discussion of various many, until the buyer does formulate 
ton Symphony broadcasts, and eluci- integrants of American good living some plans. He cannot do any plan- 
dation of its new advertising theme, and a short paragraph on how Allis- ning until he knows his customers 
Chalmers contributes to this way of plans. 

living. The American Type Founders be- 
: EE These neighborly, philosophical bits lieves that many more concerns would 
are written by James Adams of begin planning now for tomorrow’ 
| Compton Advertising, Inc., and the printing if they had some systematic 
| company reports that the response to plan to follow and could ask their 

G the booklets has been extremely grati- printer to help them with it. So AT! 

OOD fying. Individuals have made innu- has devised a simple postwar printing 

| merable requests for extra copies and plan by which a printing buyer can 
4IVING permission has been granted to more 1. Decide what to do with pres- 

than 50 company magazines to re- ent material—reprint, revise, 

— print the articles. or discard it—and at least 

Future programs of the symphony 


| concert broadcasts are listed on the 
back cover. 


Forms Furnished Free to 

| Help Printing Buyers Plan 

| Business cannot re-convert without 

printing. Printing jobs usually take 

Spek | some time to produce. They may take 

ff even longer to plan and _ prepare. 

| Often much preliminary work must 

dentntindiiattae be done before the printer gets it. In 

most cases, these jobs will be required 

immediately after V-Day. 























———— Yet, hundreds of concerns needing 





work like this still haven’t begun any oS Geeltch C riven, © 
° ° , " » ompany, x 
postwar printing plans. They don’t The ngggeosensen ee a 
e . 7: ; ’ chooses this unusual way to displ@y 
Engineering that aids all industry know whether their printers—or any Rivnut fastener to prospective cu -— 
furthers American good living. other printers—will have the press The most popular sizes and types of th" 
paren’ 


“Good Living” is a_ pocket-sized blind fastener are installed in a tra f 
; zs - » . . . . j e 

: - . plastic plate. The Rivnut, origina ev 
booklet mailed regularly the first of them. | 7 oped for the seronautical industry, is 9°" 
each month to prospects and custom And the printer cannot decide what being used in many other industries ie 


capacity to handle their work for 
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GOOD PRINTING IS TIMELESS 


ANTONIO BLADO 
OF ROME « 1544 








Proudly, the classic books of 
the 16th century bore the marks of the printers from 
whose presses they came... Now, in our own historic 
epoch, four hundred years later, fine printing is no 
less appreciated. » -« In 1944, the distinctive sales 


literature of many leading companies bears the imprint: 


“PRINTING BY STERN” 


EDWARD STERN & COMPANY, INC. 
Printers Since 1871 


SIXTH & CHERRY STS., PHILADELPHIA 6, PA. 


GRAYBAR BLDG., NEW YORK 17, N. Y. ° 755 BOYLSTON ST., BOSTON 16, MASS. 


YP BP GP GBP GP YP YP IP IIE Ide Bw 
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Array of new booklets and catalogs whose outstanding features are reviewed in this section 


Sales Promotion Ideas ... . 





tentatively indicate probably 
future requirements. 

2. Revise, under every conceiv- 
able classification, what kinds 
and quantities of new print- 
ing will be required and what 
can be done about it now 

3. Specify just what present 
help the printer can offer in 
bringing the above plans into 
form. 

This plan has been sent to practi- 
cally printer in the United 
States. He can obtain from ATF 
more as he needs for 
his customers’ use. Buyers of print- 
ing can get them from their printers 


every 


gratis aS many 


by a simple request. 


Notes for Your Catalog 
and Booklet File... 


One of the neatest jobs to cross our 


desk of late is ‘““Case Histories,” a 23- 
page book issued by Lamson Corpora- 
tion, Syracuse, N. Y., makers of con- 
tube systems. 


veyors and pneumatic 


The purpose of ‘Case Histories” is 
production executives and 
Lamson 


to show 
plant superintendents how 
engineers can assist them in converting 
their plants from wartime to peace- 
time production. 

Each page has an identical layout 
showing the problem, solution (with 
drawings), the results and postwar 
case his- 


applications for each of 17 
layout 


This repeated 
an uncluttered, easily-read 


tories ¢€ ted. 
makes for 
book, with a straightforward appeal. 

Partial reconversion recently au- 
thorized by WPB has made this book- 
let a timely “Johnny-on-the-spot.” 
Although it has been in print less than 
two weeks, the company has had an 


2 7 e 
unusual'y large demand for copies. 
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"The Middle of the Shop" 


“The Middle of the Shop” is the 
intriguing title of a newly-published 
pocket-size booklet written by Tom 
Saffady of Sav-Way Industries, De- 
troit precision manufacturing com- 
pany. 

It is addressed ““To production men 
who still like to get their hands dirty.” 
Mr. Saffady’s distinct, dynamic style 
succeeds in presenting a new slant on 
the well-worn philosophy that the 


folks in the “middle of the shop” 
represent a tremendously potent 
source of information and a fertile 


field for the development of labor- 
management relationships. 

Ted Nagle, Sav-Way sales manager, 
reports more than a thousand requests 
for this booklet. It contains no ad- 
vertising and is being distributed free 
of charge. 


"Engineering Data" 


Cincinnati Milling and Grinding 
Machines, Inc., has accomplished three 
important objectives in its new cata- 
log, “Engineering Data,” which was 
tailor-made to fit the needs of plant 
layout men and tool and die engineers. 

In their work, these engineers make 
use of only certain divisions of all 
the vast array of information usually 
found in conventional sales catalogs, 
and if working with more than one 
type of tool of the same make, they 
must refer to many cumbersome 
volumes. 

By reprinting from its regular cat- 
alog, the specification pages most in 
demand by these men, and by cover- 
ing in one catalog all the principal 
types of tools made by the company, 
it has saved paper, presented the exact 
and complete data needed, and saved 


expenses by eliminating the d 


soar? —_ 


A 
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istribv- 


tion of expensive catalog binders fu 


of literature and weighing 


pounds. 
“Electrically Speaking" 


sever 


One of the problems continual) 


facing the company 
ing customer-cognizance of all 
lines produced. 
Cutler-Hammer, Inc., 
tackled the problem when it r 
issued, “Electrically Speaking,” 
presents a comprehensive rev 


making mor 
than one product, is that of establish- 


of the 


Milwauke 


ecent\ 


W hich 


1cW 


all the electrical products manufac- 


tured by the company. The 
of Cutler-Hammer’s activity 
line of equipment, together 


histor 
eac 
th 


brief explanation of the purpose, cor 


struction and scope of the line, 
typical illustrations, forms th 


of the book. 


"A Tour with Wick and Spen’’ 


By using two affable, la 
trade characters, ““Wick” and 
Wickwire Spencer Steel Co 
New York, slants its solutior 
problem similar to that of 
Hammer’s, differently. 

“Let’s Take a Tour With W 
Spen,” is a small two-color 
sent to former and future ci 
to remind them of the m 
varied products manufact 
Wickwire Spencer and of the 
their use. 

The reader is given a picto 
into the life of Bill Thom 
average American, with W 
Spen pointing out all the de 
by Bill and his family ever) 
which wire and springs ar 
part. 

Cartoons are clever . . . 
match. An alphabetical listir 
most important of the ¢ 
products follows. 
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tinually 
y mor 
tablish 
OT th 
W 1ukee 
ye for reliable information about trends in price 
1c W f 
inufac | 
head control, man-power, wages and hours, labor 
c relations, collective bargaining, etc., etc., 
etc., etc., becomes increasingly urgent as 
So our economy becomes increasingly complex. Every week and week after 
Ph week the important news of 
— national affairs is spot- 
i ; analyzed in pictures, Picto- 
. . « The United States News is the only ppt gece i 
lish—Clear, crisp, concise. 
00 weekly news magazine devoted 100% to 
; he WS News | the news of national affairs. It fills a 
leiptu o my 
currently 
events with 1 ss . . 
a i li definite need in keeping the Management 
, . Murphy, 
ai President . - . V.A Vice President 
| er Corporation | @X@Cutive quickly and accurately informed. i Lévertising 
f } OF NATIONAL AFFAIRS—more than ever tuaportant in the periods that lie ahead 
yany 
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of Paper? 


@ IN to some of the criti- 
cisms showered upon advertising, a re- 
cent study on the use of paper by 
commercial printers throws some in- 
teresting light on the use of paper for 
advertising purposes. 

Under the direction of the Joint 
Committee on Government Relations 


answer 


Who Really Knows 
Much About A Radio 
Tube? 


Only the radio en- 
gineer really un- 
derstands radio 
tubes...isequipped 
to select and buy. 
Technical men con- 
trol procurement, 
both 


peace radio-and- 


in war and 





electronics. To 
Courtesy of 
Tune-Sol 


really know this 
vast market you 
need to know this valuable magazine . . 
and its engineer audience. 





ro SELL 


Bapio Inpustay 


TELL 


Chicago | 





Is Advertising a ‘Monumental’ Waster 


of the Commercial Printing Industry, 
Ross-Federal Research Corporation 
made a study of paper usage by 147 
commercial printers. , 

The data compiled was submitted 
by the Industry to the Director, 
Printing & Publishing Division WPB 
as evidence of the usage of paper. 


Greek to you? 


3(1 — To/T) 
x = (1 — ¢/3)(u. + u»)T/2 
(n/e)I > = (tha + uy) 25/T? 


Yes, it is Greek, but it means 
lots to a*radio engineer. This is 
part of a workable equation ex- 
plaining the actions of electron- 
ics in a vacuum tube (Llewellyn 
and Peterson, March 1944.) 

10,645 Radio Engineers read 
the Proceedings of the I.R.E. 
These Engineers know radio and 
electronics. Start your selling 
with these men and you have 
started right! 


ro SELL ™= 


RADIO INDUSTRY 


TELL == 


RADIO ENGINEERS 






We will take our own medicine! 


Paper limitations restrict new advertisers in the Proceed- 
ings of the I. R. E. to one-sixth pages . . . Yet, these small 
units can do a mighty and timely selling job. We shall 
take our own medicine and demonstrate how much sell- 
ing can be done with a small unit . . . After the war, we 
hope you will buy pages to “Sell the Radio Industry by 
Telling the Radio Engineers” . . . 


proceepincs of THe 1*R°E re instirute oF RADIO ENGINEERS 
303 West 42nd Street, New York 18 
WILLIAM C. COPP, National Advertising Manager 
SCOTT KINGWILL 
Central Stotes Representatives 
35 E. Wacker Drive 


DUNCAN A, SCOTT & COMPANY 
Pacific Coast Representative 
Mills Building 445 Western Pacific Building 


San Francisco 4 Los Angeles |5 
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The study based on paper usage in 
1941 and 1943 and the first quarter 
of 1944, discloses that, measured jin 
terms of press impressions, there was 
a 24 per cent increase in printing vol- 
ume between April 1941 and April 
1943. It is believed that later data, 
not yet complete, will show a totd 
increase of as much as 36 per cent at 
the end of the first quarter of 1944. 


Types of Printing 
Reported Separately 


To obtain a comprehensive pictur 
of the types of printing, those printers 
reporting were asked to provide the 
breakdown in four classifications: 

1. Commercial printing which is 
not restricted (X-quota—govern- 
ment). 

2. Functional or utility printing 
of all sorts. (Not including any typ 
of advertising, promotional, sales or 
public relations printing. ) 

3. Printing done for 
organizations such as hospitals, schools, 


non-profit 


unions, religious organizations, etc. 


4. Promotional, sales, advertising 
and public relations printing, broadl) 
defined so as to include house organ: 
direct mail advertising, and 
brochures and advertising printing. 
A further analysis of advertising 
printing was reported on by most of 
the firms in terms of a breakdow: 
into: 
A. Direct 
catalogs) 
a. For war plants 
b. For other users 
B. House Organs 
a. For war plants 
b. For other users 
C. Other promotional, sales, adver- 
tising and public relations print- 


A vertising (N 


Mail 


ing 

a. For war plants 

b. For other users 
Advertising Paper Use 31.4° 


determined that 


In 1941 it was 
63.9 per cent of paper used was for 
functional and utility printin: This 
is contrary to the frequently held im 
pression that advertising printing use’ 


the lion’s share of paper. Ady 
printing in that same year w 


31.4 per cent of all commerci 
printing. 
The outstanding change t oC 


curred was in government p 
which by 1943 had increased -'m0 
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Are You Prepared to Meet 
the Postwar Challenge 
of the 


pit Pe 


victure There is Big Business NOW in the 
rintes Oil Producing Industry 


Heavy purchases of new and replacement 
equipment are now being made. Go after 
this business TODAY . . . and get set for 


at if 
ju rter 
read i JS 


re Wa 


4 vol- 





\pnil 
lata, 
1% otal 
ent at 


1944, 





OVern- 
even greater business when Peace is won. 
antine Operating at a fast pace now, this essen- 
y type tial industry faces a period of unequalled 
les or expansion after the war. 
profit 
reas The Oil Weekly covers the great 
rgan Oil Producing Industry 
g. Profit from the exclusive advantages of 
advertising in THE OIL WEEKLY .. . the 
publication which is specialized for the 
low drilling-producing-pipeline industry. Get 
the ABC facts about its exceptional cover- 
N age of the men with buying and specifying 


authority. 


BRYSINESS is booming in the Oil Producing Industry. And postwar 
prospects are even greater in this lucrative market, for the fore- 


dvet VALUABLE INFORMATION IN sighted manufacturer who establishes a firm foothold in this important 
print industry now. Plan today for a maximum schedule to profit from the 
NEW- FREE BOOKLET exclusive advantages of advertising in The Oil Weekly .. . the one paper 
specialized to the drilling-producing-pipeline industry. Any representative 
Producing Industry Market Data” of The Oil Weekly can give you the ABC facts on The Oil Weekly’s 
ublished 28-page booklet) are quick exceptional and comprehensive coverage of the men to be sold in the 

this growing industry—detailed Oil Producing Industry 

Stat is to wells and footage drilled— . 


where re drilling operations will occur, in- 
“uc stwar prospects—facts about buying 
— fying personnel—editorial service of 
* ne Weekly, its market coverage and ex- 


antages for advertisers selling the 


Tl r ng industry. If you haven't received FOR THE DRILLING-PRODUCING-PIPELINE INDUSTRY 


ask for it today. 


A GULF Specialized PUBLICATION 


3301 Buffalo Drive, Houston 1, Texas 


CHICAGO LOS ANGELES 


TULSA 





CLEVELAND 





NEW YORK 
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five times in volume over 1941 level. Direct Mail Advertising. 61.4% ter of 1944 indicate that “other uses’ 

All other classifications showed de- House Organs 18.2 in the advertising classification show 
creases in tonnage processed, as would Advertising and Public a continued trend downward. This 
be expected in the light of WPB Relations Printing 35.8 indicates that the normal users of 


restriction orders. 

In the functional and utility classi- 
fication the drop was 3.7 per cent, 
while in the advertising classification 
the drop was 41.2 per cent. 
Advertising Use 
Continues Downward 
types of 
their 
relative increase or decrease from 1941 
to 1943 


the various 


printing 


A study of 


idvertising showing 


show s: 


hese figures are for advertising pro- 
“other uses,” while adver- 
tising printing for “war plants” 
increased slightly, as shown by this 
tonnage-used comparison. 


duced for 


Advertising printing for war plants: 
2,925 tons 

Advertising printing for other uses: 
— 23,861 tons 


Theory of Waste Blasted 


Continuing studies in the first quar- 


LOOSELEAF 
and por 


MECHANICAL 
BINDING 


* 


BEAVERITE PRODUCTS, INC. 


Catalog Covers, Ring Binders, Swing-O-Ring, and Propose! Covers of BESTEX Artificiol 


Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings. 





8-BP-1 


advertising printing are continuing t 
observe the need for restrictions in 
the use of paper as an aid to the war 
program. 

This study which clearly shows that 
advertising is not a “monumental’ 
waster of paper, will probably be an 
eye-opener to some who have held up 
an occasional bad example as being 
typical. 





Gibbs to "The Iron Age" 





Robert M. Gibbs, previous to hi m 
pointment as Pittsburgh district ma: 
of The Iron Age, was advertising ma: pr 
of Jones & Laughlin Steel Corpo: 
with whom he has been associated d ac 
the past 14 years ne 
Mr. Gibbs replaces W. J. Fitzg 
who has been called to active duty 1 
Navy ou 
CED Appoints Seeley, Haring mm 
E. A. Seeley, manager, field personn la 
training of The B. F. Goodrich Compa mi 
has been named co-chairman of the Com ‘ 
mittee for Economic Development's Int 


war sales personnel committee. 

Mr. Seeley is the current president 
the National Society of Sales Traini 
Executives 

Chester E. Haring, former vice-pres 
dent and director of marketing for Bat 
ten, Barton, Durstine & Osborn, ar 
viously market research director for Full 
& Smith & Ross advertising agency, has 
assumed active charge of the Postwar 





Marketing Research Project of the CED 

Ferdinand C. Wheeler, who was direc 
tor of the CED project until compelled 
by illness to withdraw from active pat 
ticipation, remains as marketing consultant 
and member of the committee. 


Holmes’ Films to Bell & Howell 


Increasing pressure of war prod 
schedules has forced the closing 
motion picture library distributior 
ices of Burton Holmes Films, Inc 

Distribution of Burton Holmes 
elogues and free-loan film produ 
the company, will henceforth be 
by the Bell and Howell Compa: ( 
cago, through its nation-wide f 
organization 


libr 


ice 


Wright With TelAutograph 

Frederick C. Wright is a 
pointee to the dire 
market research of TelAutograp! rp 
ration, New York 

Previous to joining the 
Wright was associated with McBee Co! 
pany, New York. 


position of 


also of 





Peninsular Initial Campaign to BSF&D 


For the first time in its 55-year tory, 
Peninsular Grinding Wheel ( pany, 
Detroit, is planning a comprehensive a¢ 
vertising program to reach top executive 
in the entire industry range. 

Brooke, Smith, French & Dorranct, 
Inc., Detroit and New York age nas 
been named to handle the accour 
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Copy comes from... 


Chemical engineers, responsible for wartime 
production, have learned lessons to be carried 
over into peacetime competition. Much of this 
has to do with efficiencies of equipment and 
qualities cf material. Improvements will be de- 
manded. Manufacturers with products to sell 
processing plants must keep step with this 
accelerated pace. Never was there greater 
need for studies of this market. 

Chemical engineers are by training, a curi- 
ous breed. Since most unit operations are com- 
mon to all processing plants, they take particu- 
lar interest in the pictured flowsheets run each 
month in Chem & Met. The flowsheets are 
increasingly popular, too, with industrial copy- 


METALLURIGICAL ENGINEERING 


A McGRAW-HILL PUBLICATION 


330 W. 42nd Street 






writers who must know how the material and 
equipment they write about is used. 

The flowsheets are in skeleton form. Copy- 
writers use them as a guide in getting added 
engineering information to fill in the detail 
and as a help in knowing what to look for 
in making plant visits. That is where applica- 
tion data. must come from and that is the 
material that writes itself into selling copy. 

If this help in getting application data inter- 
ests you, we will be glad to send a collection of 
flowsheets as they appeared in Chem & Met. 
They cover a wide selection of process indus- 
tries. Watch for the current ones in Chem & 
Met—they may provide helpful ideas. 


New York 18, N. Y. 
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Editorial » »» 





You Can't Stop 
Industrial Progress 


A current advertisement of the Ford Motor 
Company describes the development of the as- 
sembly line and the subsequent reductions in pro- 
duction costs which it made possible. The im- 
portant corollary which follows emphasizes the 
fact that these and other manufacturing savings 
have always been shared with the public, so that 
Ford owners have constantly been able to buy 
better cars for less money. 

This is the story of American industry, with 
few exceptions. It is the record of performance 
that justifies maintaining full effort to increase 
efficiency in production and thus reduce costs 
and prices. It suggests the reasons for the success 
of our system of competitive enterprise, under 
which each manufacturer is seeking a share of 
the market on the basis of delivering maximum 
values and increasing those values. 

Now and then we hear reports that in certain 
industries there are gentlemen’s agreements re- 
garding prices and markets, with the idea of 
maintaining profits and protecting established 
positions. However, such a program is extremely 
short-sighted from the standpoint of those par- 
ticipating, regardless of the fact that it is both 
contrary to law and to public policy. 

There is no such thing as maintaining a static 
condition in industry. Manufacturers who seek 
to hold markets without competing vigorously 
for business, on the basis of constantly improved 
products and lowered prices, where these are eco- 
nomically possible, usually wake up to find that 
some new and unexpected competition has en- 
tered the field, and that they are unprepared to 
meet it. Unaggressive marketing and advertising, 
under these conditions, makes the field which has 
suffered from lack of intelligent competition 
vulnerable when a new product or idea appears. 

On the other hand, the pressure of vigorous 
competition for a market almost always results 
in rapid progress being made. Products are im- 
proved, service is stepped up, and unless the 
market is completely inelastic, demand almost 
always increases, so that there is more business 
for all of those competing for it. Thus, the 
functions of marketing are performed under 
conditions which give them full opportunity 
to make a real and increasing contribution 
to the welfare of the business served. All of these 
factors, operating together, carry both producers 


86 





and users forward on an upward curve of 
progress. 

Industrial progress will continue, regardless of 
efforts to hold it back, and manufacturers serv- 
ing industry, who usually promote the rapid de- 
velopment of new engineering ideas and im- 
proved designs, are its natural leaders. We are 
confident that their policies are favorable to 
truly competitive enterprise, which provides in- 
centive for the development of the best and 
cheapest in machines, materials and methods. 


Business Papers for 
Our Wounded Veterans 


Many of our wounded and otherwise inca- 
pacitated soldiers and sailors have been returned 
to veterans’ hospitals in this country, and the 
number will grow steadily as the tempo of war 
rises. We shall have the problem, therefore, of 
assisting in the rehabilitation of these men and 
assisting them as speedily as possible to return 
to civilian life. 

That is why the plan of the Cleveland Indus- 
trial Marketers, based on the suggestion of John 
C. Stephen, well-known industrial advertising 
agency man, to supply copies of business, indus- 
trial and trade publications to veterans in Cleve- 
land hospitals, strikes us as so much worth while. 
The first collection of magazines, culled from 
the files of the Cleveland agencies, went to Crile 
Hospital, and was enthusiastically received. 

Wilmer H. Cordes, advertising manager of the 
American Steel & Wire Company, who has just 
retired as president of the Cleveland association, 
believes that business and industrial journals of 
all kinds can be an extremely valuable part of 
the rehabilitation program which is being de- 
veloped for the benefit of our wounded veterans. 

“All engineering and production progress,” he 
said, “is based upon an exchange of technical in- 
formation. By providing the latest information 
available in each field, returning veterans wil! be 
able to catch up on the newest developments 0 
industries in which they worked before the war 
or to get information about some new industry 
they plan to enter in the postwar period.” 

Old copies of industrial papers are just as valu- 
able for this purpose as current issues, and there- 
fore industrial advertisers, agencies and pub- 
lishers have an opportunity to make splendid use 
of accumulated files. We hope the Cleveland 
idea takes on national scope. 
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TO SAY TO MANAGEMENT-MEN 





J we TO SAY THEM 











nca- 
‘ned 
the 
war 
, of In May, the question ‘‘What one magazine do you consider 
and 
‘urn most broadly useful to you as a management man in business'’ was 
Jus- put to the presidents of all the companies listed in Poor's Register of 
ohn 
sing Directors & Executives. 
dus- 
ve- 
nile. The survey from start to finish was in the hands of Ross Federal 
rom 
‘rile Research Corp. 
the 
just The answer came back ‘Business Week" . . . Business Week 
ion, 
; of ahead of both the next two magazines combined! 
ol 
de 
hi Details will be sent you on request to Business Week, 330 
e 
in- West 42nd Street, New York 18, N. Y. or any branch office. 
10n 
te 
in 
var 
trv Business Week is the one news magazine which 
is all business, its editors all business writers, its read- 
lu- ers all business men. Business Week is sold only by 
re- subscription. And Trend Studies prove that per doliar 
ib- you can reach more (and more) management-men 
“se throughout all business and industry in Business Week 
nd than in any other magazine. 
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panies not heretofore engaged in the 
manufacture of railway equipment 
and materials are manifesting keen 
interest in how much and what the 
railways probably will buy. Appar- 
ently there will be unprecedently keen 
competition for the railway market, 


[CONTINUED FROM PaGeE 30] 


Railroads in Postwar 

and expansion of permanent structures 
—terminals, yards, tracks, signaling, 
stations), etc. 


buildings (including 


This is what occurred following the 


last war, and probably history will , 

repeat itself following this war, al- pe will be highly beneficial to the 
though tor a period of years expendi- railways. 

tures probably will be larger than They may be subjected to more se- 
immediately following the last war. vere competition by water, highway 


and air than ever before; and railway 
managements are planning to make 


With 


in history in 


the largest railway market 


prospect, many com- 


“AUTOMOTIVE’ IS 
A BIG WORD NOW 


World War I Gave It Wheels; 
World War Il Added Wings 


Striking development of 


World War II is the inflation 


f the word ‘automotive.’ 


Now it vers wheels and 
winas and tanks and blitz <a 
, d cx 
attack. 20 cA 
Zz. 

SAFE } urnal whic h L, 1S a 5 r) - 4 4 ps. 

, ai “A w° 
verted to engineering war. It “ey 
provides technical coverage ad 


f . ° | | 
tT war-engineering aevelop 














nents The tields of aircraft 

and motor vehicles and ord 

1aNCE and other war equip 

ment of land and sea and air. 
Strikina »pportunity iS of 

fered advertisers to reach 

key en jineers and executives ZY 

active in all automotive tech- BZ Z 
al tields through one com- Z 

prenen ive publication the q 


SAE 


Journal. 


SAE Journal 


published by . 


Society of Automotive Engineers 
29 West 39th Street «+ New York, N. Y. 









all the improvements in their proper- 
ties and in their service, both freight 
and passenger, that will be required to 
enable them to meet this competition 
successfully. 


Improvements in Service 


Based on the comments of 
leading railroad executives, we re- 
cently summarized plans for improv- 
ing railway passenger service in the 
following: 


many 


1. The railways are determined to 
fight with every weapon at their com- 
mand to hold as large a share as pos- 
sible of the postwar passenger traflic. 
Without minimizing in any way the 
seriousness of the competition they 
will face, the railways are optimistic 
as to their chances of success. 

2. The 
most of their present passenger equip- 
ment is out-moded and are planning 
to replace it with modern lightweight 
as soon as_ possible 


railways recognize that 


equipment just 
after the war. Numerous roads plan 
to buy up to the limit of their finan- 
cial ability. 

> A 
favor a reduction of passenger fares 
immediately after the war, and would 
like to make the cut at once, in order 
to capitalize on the advertising and 
publicity value, rather than to wait, 


majority of the railroads 


or to make a series of small reductions. 

4. Many railways plan to augment 
their fleets of coach streamliners ma 
terially, to add the appeal of fre- 
quency of service to the existing ad- 
vantages of comfort and speed as 
compared with highway competition 

§. Nearly all of the railways have 
made elaborate studies and have for- 
mulated plans for holding passenger 
business, and the end of the war will 
not find them unprepared. In some 
cases these plans include participation 


in air transport, if permitted. 
Berths for $1.00 


Considerable 
given the plans of the Pullman Com 


publicity has been 


pany for improving sleeping car serv- 
ice, involving the design of new types 
of sleepers, to provide not only & 
luxe service but also lower-p ced 
service intended to build volume. Some 
sleeping car berths, the compan 
said, may be available for as low % 
$1 a night, greatly broadening the 
market for this type of service. 

The railroads obtain most of 
revenues from freight 
they are equally alert in planning 1m- 
provements in this field. Thin ing 


service 


of railway management can be »m- 
marized as follows: 

Competition. Railway execu ‘ves 
are confident of their ability to -ope 
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PHENOLPHTHALEIN + MELLITIC ACID « BENZOL + CREOSOTE + PICRIC ACID 


FILTRATION 


ASENTS = GERMICIDES= GLYPTAL: LUCITE- 


VARNISH - ASPIRIN - PERFUME - TETRYL - TOLUENE 


__——— te 


COAL’S NEW USES 


At first coal was only a fuel —then, 
88 years ago, a chemist made the 
first “coal-tar dye” and science em- 
barked on a research program that 
was to result in drugs, lacquers, 
perfumes, explosives, fertilizers... 
all made from coal! Today coal is 
the base for many plastics, syn- 
thetic rubber, nylon fabric . . . even 
gasoline and petroleum products 
. and no one can say how much 
farther it will go! 
To the coal industry and to manu- 
facturers of coal mining equipment 
this is important because each new 


COKE. + TAR + RESINS - SULPHADIAZINE 


: 


use increases the tonnages con- 
sumed (100,000,000 tons for chem- 
ical uses alone in 1943!) and each 
new use makes.more certain the 
boom which leaders in the industry 
say is bound to come for manufac- 
turers of mining equipment. 


But this is only ONE of SEVEN 
reasons for that boom: here are the 
other six: 


1. The coal industry has had no 
war expansion. No postwar over- 
capacity or surplus will exist. 


2. Coal is vital to the war effort 


Vivrel inn oe 


expand eg 


NTMRACENE * DIESEL OILS 


HENOL 
i a 





“a o a / 
mind “eed, 
Mining is getting liberal approval 

for needed equipment. 
3. There will be no cut-backs 


because of over production or 
changed military requirements. 





4. Machine methods, while ac- 
cepted, are still to be adopted by 
much of the coal industry. 


5. Large percentage of present 
equipment is obsolete or badly 
worn by war-time pressure for coal. 


6. The coal industry has made 
money and saved for post-war mod- 
ernization. It MUST mechanize. 


No matter what your company makes chances are strong that the coal industry 
needs lots of it. Let our research department give you facts and figures on the 
market . . . and let Coal Age carry your selling message to top buying influences 
in coal mines everywhere. 


ABC 


330 West 42nd Street 


A McGRA 
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with truck competition. They do 
not expect that this competition will 
be any more severe after the war than 
it was immediately before the war. 
Waterway competition is the subject 
of much concern, particularly as to 
coastwise and transcontinental traffic 
via the Panama Canal. Airplane com- 
petition for freight is not being over- 
looked, but it is felt that the cost 
factor will prevent it from becoming 
serious for some years to come. 
More Modern Equipment 
EQuipMENT. The majority of rail- 
road executives are interested in light- 


weight freight equipment, and are 


studying developments closely. They 
feel that the existing differential in 
cost between carbon steel and alloys 
is such as to make the use of the 
latter uneconomical as yet, but are 
hopeful that developments in metal- 
lurgy will receive enough impetus dur- 
ing the war to bring about reductions 
in price that will lessen the differen- 
tial materially. The increased speed 
of freight movement planned for the 
postwar period, plus the pounding 
that equipment is taking now, will 
require a large replacement program. 

Rates. Opinion is about equally 
divided as to whether the present rate 








What you say now to the 
dealers, contractors, and 
wholesalers who sell. install. 


and distribute heating, venti- 
lating, air conditioning, sheet 
and roofing materials 
extremely 


metal, 
and equipment is 
important. 

valuable to 


you because if anyone is an 


These men are 


authority on the use of these 
products and applica- 
tion it is Mister Contractor and 
Mister Wholesaler. 
the men you depend upon to 
put your product across and 
to see that it functions prop- 
erly installed. These 


their 


These are 


when 


Your Message NOW 


Is Important... 


are the men who are looked to 
by Mr. John Q. Public to 
recommend these products. 
These are the men who want 
to know what you have to sell 
now and what you will have 
for them after the war. Others 
will be entering this field after 
the war—now is the time to 
get your message delivered. 

You can reach a_ large, 
highly rated section of these 
men through the advertising 
pages of Sheet Metal Worker, 
the oldest publication in this 
field which they read regu- 
larly. It is important that 
you address a message to these 
buying powers now. 





These Items 


blowers, filters, 
registers and grilles 


midifiers 
fittings 

rugated and plain 
zinc, pre-finished sheets 
attic fans 


welders, roofing kettles- 








45 W. 45th St. 





May Be Successfully Advertised 
“Sheet Metal Worker’’ 


Warm air furnace heating units 
furnace cleaners—furnace pipe and 
sheets, black and galvanized, cor- 
tin and terne plate—stainless, Monel, copper. 
ventilating and exhaust equipment— 
sheet metal working tools and equipment, including 
brakes and presses, shears, punches, dies, electric drills, firepots 
and soldering furnaces, rolling and flanging machines, mallets, 
and supplies; leader and gutter, elbows 
and shoes, rivets, nails, paint, solder, skylight gearing, etc. 


Sheet Metal Worker 


stokers, burners, controls, hu- 





New York 19, N. Y. 
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Indicative of the trend toward purchases of 

lightweight, faster freight equipment, is this 

item which appeared recently in the "Chi- 
cago Daily News” 


Mirae we a 
.-4|Place First Aluminum 
Alloy Hopper Car Order 


New York, July 13.—(UP)—An 
order for 25 aluminum alloy hop- 
per cars of 70-ton capacity has 
been placed with American Car | 
& Foundry Co. by the eee 
Pacific Railroad. 


emer by 


structure is to be preserved. Many 
new ideas, including trainload rates, 
dual-minimum rates, _ part-carload 
rates, etc., are being studied. The 
opinion is practically unanimous that 
greater flexibility in railway rate-mak- 
ing and a simplification of tariffs and 
classifications are necessary. 

Postwar Service. Overnight fast 
trains are being planned for both car 
load and merchandise traffic, as well 
as faster long-distance schedules. A 
very large expansion in coordinated 
rail-highway service is accepted by 
practically all railway managements, 
to increase the speed and flexibility of 
the service, particularly to local points. 
A greater study of the shippers’ needs 
is also planned. 

MERCHANDISING THE SERVICE. Care- 
ful selection and better training of 
the railway sales forces is indicated 
after the war. tl 











Sount 





A continuation of the 
present institutional advertising of the 
entire railway industry, through the 
Association of American Railways, is 
also expected. Development of traffic 
by study of the industrial, agricul- 
tural and mineral possibilities of the 
territories served will be continued on 
an enhanced scale. 





New Athey Vice-President 


4 


B. F. Lease, sales manager of Athey 
Chicago, has 


Truss Wheel Company, 
been elected vice- 
president in charge 
of sales, advertis- 
ing and service, by 
the directors 

In his thirteen 
years with the com- 
pany, he has held 
positions as district 
representative, man- 
ager of service and 
research and man- 
ager of domestic 
sales. 

Previously he 
served from 1917 
to 1931 in various capacities with the 
Republic Truck Company and Lynn Mig 
Company. 


B. F. Leas« 


Wever "Life" Promotion Director 


George D. Wever, who has joined | ime 
Inc., as promotion director for ‘i 
leaves ‘the vice-presidency of Fu! e 
Smith & Ross, Inc., where he has ee? 
in charge of the agency's creative ff 
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28,000 


Referenceship 


By this we mean that 28,000 key men in glass, enamel, 
pottery, refractories, brick and tile plants refer to the CERAMIC 
DATA BOOK constantly, which means that your catalog 
advertising is well exposed. 





", . « The several copies 
of CERAMIC DATA BOOK were 
received, but we still 
need another." 


J. TASCH, Purchasing Dept. 
EDISON-GENERAL ELECTRIC 
APPLIANCE COMPANY 


",. . eRight now I am us- 
ing catalogs of Kirk & 
Blum, Jeffrey Manufactur~ 
ing Co., Sylvester & Coa., 
Standard Silica Corp. and 
Louthan Manufacturing Co." 


E. R. OLSON, 
CENTRIFUGAL CASTINGS CO. 


",. . eFound the catalogs 
especially valuable on 
talc, glaze stains, arti- 
ficial binders, tunnel 
kiln car furniture." 


W. CAREY HANSARD, 
BAUER POTTERY CO., INC. 





"I am referring to cata- 
logs on fuels and fur- 
naces." 


B. L. SCHMIDT, 
ANCHOR-HOCKING GLASS CO. 


". « « I have found the 
catalogs of value, and 
particularly those on 
lift trucks." 


E. F. PLUMB, 
STREATOR BRICK CO. 


", . . Catalog pages on 
screen oils, colors, etc. 
have been of value to me." 


C. D. CROSKEY, 
LOCKE INSULATOR CORP. 





", . « Very much interested 
in CERAMIC DATA BOOK. 
Please have data sent us 

on continuous enamel and 
pottery furnaces." 


C-P ENAMELS, 
NAGPUR, INDIA 


",. . « Am referring now 
to catalogs on crushers, 
mixers and screens. Your 
Data Section is in con- 
stant use." 


GEORGE R. HENRY, 
HARBISON-WALKER REFRACT. 


". . - Need CERAMIC DATA 
BOOK more than ever. Am 
planning a new good-sized 
tile plant." 


ELISCO HERNANDEZ, 
MEXICO 








_ 





", . « The four that are 
receiving copies of CDB 

are in the general engi- 
neering dept., in 4 sep- 
erate unit from the Alton 
plant and are engineers 

for all our plants. The 
CDB we requested is for the 
Aiton plant and especially 
for our plant reseerch 
dept." 


- L. DAVIS, Purchasing Agt. 


YENS-ILLINOIS GLASS CO. 





",. . eIn your Data Book 
you show a dry press equip- 
ped with air-operated off- 
bearing device. We have 
looked all thru the ads, 
but cannot find who manu- 
factures this equipment." 


E. L. BOHM, 
CHAS. TAYLOR SONS CO. 





For 23 years the most comprehensive 
and reliable source of buying informa- 
tion of the ceramic and clay products 
industries. 





Ceramic Data Boox 
59 E. Van Buren St. Chicago5 
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ls There An Advertising Committee in Your Organization? 





By A. P. DARCEL 
Manager, Advertising Department. ning entirely to himself, then to burst desirable. To accomplish this, many 
Crane Ltd.. Montreal! in on the management at the end of advertising managers have succeeded 
the year with a request for money to in organizing what is nothing more 
carry out certain more or less secret or less than an advertising committee, 
: Sw advertising manager is ex- plans for the following year. A form though it may not be identified as 
tremely unwise to keep his plan- of community planning is much more such. 
I am fortunate in having such a 
—— mone committee in my own organization. 
It consists of sales department heads 
mainte , —— oneaes and the general sales manager. These 
| executives meet with the advertising 
manager on regular occasions or 
rers ° e - . loth Co . = . ° 
equipment manufactu a Newark Wire, € periodically, and sometimes are joined 
lectric Ait eater ~ ‘6 Palo- Myere. oe ‘o , : 
" tical Trading CO. | Futectic Welding Alloys ¢ Paragon Electric‘ by a factory manager, branch man- 
eronaee ‘ard «Part ‘ — fg. Co riezoelectric Corp . . , ‘ 
aires — os ; Aegean’ ~_ Bros. Co a Richardson Co agers who are in the city, or others 
qlle sillmyre ‘' Gariing ease von : others . — Z 4 J 
‘ foal & ae. The Garrett oe Co Roth Brothers Co when specific questions arise. If based 
. mg- Blut “he Grand Speciamis Selby ~— ve Co., Im , ; , 
Armeirong Bros. Tool C Greenlee Toot CO Sheldon —— ‘* on the conference principle of an 
thesive ‘rinnel Compat - Landon . ° e - . , 
NN Te eg Cre. M. Harper Co. The Stanley Works interchange of information, and if 
Kha . teal 7 eoae W Hedstrom Ort Sterling Tool Pre rn —— k — | ‘ h ~k h 
B. Bltchmon tC Ovear Al Equipment Corp Herman H. Sticht Cor. ept strictly on the track, these meet- 
W. A. Briggs Bitumen © Joseph Kaszab ime pike Works TomPaacote COMPANY : ings can be of tremendous value. 
Burkaw Electr! » Co a ee aan a 4 Motorfans, ine ; : 
*roduct be J ompar je- Win “ —_ - . . 
Cole Electric are ment Ci — barge Company ~et States Gypsum Co They make it possible for the ad- 
Cordiey & Hayes. In Link-Belt Company Williawood Industries, In vertising manager to present his prob- 
vieatedt Co se sidometer Corp Gar ox _ In 7 ° e 
os - y Equipment Co. Liat splackstone, In wyzenbeek & Stal lems and viewpoints and secure advice 
on Co rka ompany Yeomans ro re . ys . 
Diamond Too! Holst Co —_ Se preaasts Ce x Pando Corporation and current information § that he 
Dow seush CO . ; *raduction Co . . " 
Kelipse Air B National Pr . might be unable to get in any other 
& ‘ In +4 cies - is . 
+ and their agence’: H. Monk & Assecian way. 
cson, Ine bes, Ine ’ 
sebhardt & Brocksor — , Platt-Forbe — 
' preascers Seow ert S._ Cuties —— ig i Benefits Are Mutual 
7 & Waldie & Ralpt “ Company : Riordan Co 
; advertising soset Katz Comt john H ‘ Service . . - 
a 1 Comper st . Se oe Adverr Adv. Agency The immediate benefits of such a 
‘ i ARe mn Alan “eo t iy > c | 
: . Ager Associates - race A. Lane The Shaw — series of conferences are obvious. 
‘ Brand & Mc Pherso Lee-Stockmat I , K t Shepar Advertising Ti av , t ke 5] “o terly or 
eee yaninghel ao eatin Co Sietler-Millar, Ad ney may take place quarte 
D & Dorsking - jules Lively George cr Thompson Ct monthly; they may last an_ entire 
& KR ‘ ; - eile “Wi ? ; 
perry-Hanly Company Harold Marshal in Loe, Nang morning or for only an hour; but 
‘ iH ‘ West arquis : a 
: Noyes Compal ‘The Mayers Company rhe Zlowe Company they keep the advertising manager in- 


formed of what the company is col- 
lectively trying to do. At the same 
. time, they create confidence in the 

building new marine advertising department and its plans 
among all of the participants. I have 
no doubt that the other conferees feel 
that the time thus spent yields divi- 
In MARINE EQUIPMENT — 
n Though this is always an enviable 

Today's Most Thoroughly Read Marine Paper position for the advertising manager, 

it is particularly gratifying when the 
time arrives to present his annual 
budget. Each of the men who has 
been consulted during the year feels 





Be manufacturers and their agencies are currently 
directing their advertising to the largest audited 
audience in the marine field. An action audience 
of executives, production and operating men in ship- 








: ; : that he has played a part in its prep- 
yards, repair docks and operating companies. Men who aration. More important, the ad- Fo 
build, operate and maintain everything from barges to vertising manager’s recommendations, Ref 
battleships. Whether your current advertising is designed in the form of a budget presentation, THE 
to stimulate immediate sales or hold your competitive are based on what both he and othe DA 
position in the marine field after the war, you can executives have come to recognize 3 
guarantee it full effectiveness in MARINE EQUIPMENT. the company’s requirements. ost Pr 
Write for Complete information and a Sample Copy logically, the budget Is reviewed t = 
these men, either individually as 
READ MONTHLY BY MORE THAN 10,000 SHIPBUILDERS AND SHIP OPERATORS a group, before presentation. If and 
when its contents are questione! bj 
jaed M A b H | E E U | p M E N T the management, there are always ‘¢Y- 
CCA eral executives ready to support the 
, ; . . ° xe , ce 2c € ey 
| 1937 Daily News Building Chicago 6, Illinois budget and its maker, becaus 





know that it is based on factua ta. 


| 
92 NDI 
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Still Available 


Yes, there is still available a large unsatisfied de- . 

mand for machines, materials and accessories in ‘ 
the Welding Industry. A recent national survey of 
the wants of Welding Distributors by The Welding 

Engineer disclosed substantial needs for merchan- ‘ 
dise in many lines. This survey, conducted on a : 
national basis, was answered with detailed and con- ‘ 
fidential information on lines carried and lines : 
wanted by Welding Distributors who sold well over ‘ 

$92,600,000 in their respective markets out of | 
360,658,667 in welding dollars spent in 1943. ‘ 
(There were only 124,091,220 welding dollars spent . 
in 1940.) They maintained over 1200 outside : 
salesmen and 111 special welding consultants. 4 





Based on the sample furnished by The Welding Engineer  \ 
. . . . ‘ 
confidential distributor survey, the following percentages . 
reflect the needs of distributors for specific lines. In every ; 
case these percentages mean that so many of each hundred ; 
out of the nation’s thousands of Welding Distributors, com- ; 


pletely lack and want the line indicated: \ 


Grinding Wheels .. .31% Aluminum Electrodes .22% ‘ 
Grinding Machines . .30°% Bronze Electrodes ....15% ‘ 
Pipe Fittings ...... 14% D-C Welding Machines. 21% \ 
| ae ee 3.59, Tool & Die Bare Rod. .21% ‘ 


CN ie eksweas 1.79, Cutting Machines ....14% ‘ 


Distribution \ 


‘ 
\ 
Industrial distribution of high quality and in a large sales potential is still \ 
” Deteted | available in the W elding Industry. Manufacturers desiring to reach for the kind ; 
Stesenan Hames of distribution that will stick to their ribs during the pre and postwar era will \ 
Fea find The Welding Engineer first for effectiveness in the Welding Market. The \ 
THE MARKET Welding Engineer is the first paper in a market that has present and postwar . 
DATA BOOK sales opportunity worthy of your serious consideration. Call or write us at ’ 
Business 506 South Wabash Avenue, Chicago 5, Illinois. \ 
Publications : 
Edition . 











he Welding Engineer 
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Hundreds of thousands of 
dollars are being spent this 
year for new equipment for 
tne production of coal. Prior- 
ities are at emergency status 


coal tonnage 
military needs 
can only be made possible 
through use of machinery. 
This situation offers an excel- 
lent opportunity for  intro- 
duction of new products and 
new “brands” to the industry. 
Remember, too, that coal of- 
fers a continuing market— 
that its future modernization 
program involves millions of 
dollars. 


because the 
quota set by 


In reaching this industry, it 
is imperative that your mes- 
sage go to key executives at 
all major coal properties. 
MECHANIZATION _ reaches 
every mine producing 50,000 
or more tons annually—offer- 
ing an exclusive coverage 
of 1,263 executives out of a 
total coverage of 2,557 pres- 
idents, vice-presidents, pur- 
chasing agents, etc. 


We will be glad to furnish 
marketing statistics on the 
possible use of your equip- 
ment by coal operators. Ad- 
dress inquiries to our Research 
Department. 

the 
COAL ©, $250,000,000 
MARKET 





MECHANIZATION, INC. 
406 Munsey Bidg., Wash. 4, D.C. 








Ihe MAGAZINE o/ MODERN COAL 
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Giant Advertising Association Plans for 
Increased Benefits to Members 


By FREDERIC |. LACKENS 


Advertising 


Jent ~ ir 


Nat 3| Industria 


WENTY-sIxX hundred strong, the 

largest organized body of adver- 
tising men in the world—this is an 
epitome of NIAA. 

How did it reach that size? Well, 
it’s a long story, starting back 22 
years ago. 

About that time, industry began to 
awaken to the importance of adver- 
tising in selling its merchandise, and 
had appointed a few men to the neb- 
ulously important job of advertising 
manager. 

Fortunately, there were a few 
among them who took their jobs seri- 
ously and made an effort to find out 
more about the mythical thing called 
advertising. 

In three cities, Chicago, New York 
and Milwaukee, some of these far- 
sighted men had gathered together 
and formed “mutual aid societies.” 

Some time later the thought arose 
to combine these three groups into 
a national association and to make an 
effort to get other men to join them. 

On June 12, 1922, in Milwaukee, 
the National Industrial Advertisers 
Association came into being. 


Better Advertising Wanted 


Because every member was inter- 
ested in one thing—the betterment of 
industrial advertising—the association 
reached its present 





grew until it 


stature. 

Founded upon the idea of having 
groups in every industrial center, the 
association now has 27 chapters in as 
many cities in the United States and 
Its membership consists of 

hundred individuals who 
represent many hundreds of indus- 
tries both large and small, as well as 
all groups relatedly interested in ad- 
advertising managers, sales 


< 


Canada. 
twenty-six 





vertising 
managers, advertising agencies, pub- 
lishers and member of the graphic arts. 

At chapter meetings, generally held 
monthly by each group, at regional 
conferences held by geographically 
related chapters, and at national con- 
ferences participated in by all chap- 
ters, discussions have always centered 


Manager, The Hays Corporation, Michigan City, Ind. 
Advertisers Association 


on “how can we make industrial ad- 
vertising better.” 
Much Good Accomplished 


In addition to such meetings, groups 
of individuals under the auspices of 
the national association or local chap- 
ters have undertaken detailed studies 
of subjects bearing on the primary 
interests of members. 

Such studies include: publishers 
circulation and background 
ments, standardized trim size for busi- 
budget surveys, reader- 


state- 


ness papers, 
ship studies, direct mail studies, case 
histories, etc. 

Notable is the fact that all of these 
activities have been performed by the 
members, who donated their time and 
talents unstintingly. The business of 
the association, and obviously in a 
group so large there is much of it, 
has been handled by the executive 
committee funneling it through 4 
headquarters’ office with a staff of 
two women. When our country went 
to war, contrary to the predictions of 
some, advertising and particularly in- 
dustrial advertising took on an even 
more important meaning. 


Advertising Recognized in War 


It was recognized by men in indus- 
try and government that industrial 
advertising was a great educational 
force. Thus the members of | this 
great association found themselves in 
a position where they could not de- 
vote the time to its activities—yet 
every member was calling for more 
help from the association. 

Men without previous experience 
were called upon by their manage- 
ments to arrange ceremonies for “E” 
awards, bond rallys, salvage pro 
grams and many other things which 
were war-born, to help boost morale 
at home and keep the materials flow- 
ing to fighting men everywhere 

Logically of course, these men 
turned to their association for help, 
believing that from the experiences 
of others, they could satisfy their ow" 
immediate needs. 


In most cases, help was forthcom- 
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Up in the front lines . . . where the ma- 
chine guns rap out a murderous tattoo 
and mortar shells splat in the wet sand. 
Right in the thick of the Normandy 
holocaust —that’s where Newsweek war 
correspondent Al Newman spotted 
Battle Baby. 


It’s a story that’s been told before. At 
Tarawa, Salerno, Anzio and Tulagi.. . 
wherever you find American fighting 
men and their biographers, the war cor- 
respondents. Far our military leaders 
know there’s nothing like news from 
home to keep a fighting man at razor 
sharpness. That’s why Newsweek’s six 
special editions for the armed forces 
rate top priorities in shipment to every 
battlefront—extending by links that 
reach around the globe Newsweek’s 
influence among those who will lead 
tomorrow's peacetime America to ever 
greater triumphs. 
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MORE PRECIOUS 
Pe en ee 


This fight 
id 





PACKINGTOWN 


Every day Packingtown is producing 
all over the United States thousands 
of tons of products more precious 
than gold ... Meat Products. Amer- 
ica’s armed forces, essential workers, 
and allies must have .this_ basic 
energy-food. The Meat Packing In- 
dustry is spending millions for 
equipment, materials, services. It will 
continue to spend in peace-time. For 
extra millions in devastated coun- 
tries must be fed. 





Meat packers, sausage manufacturers, 
and related plants produce 814-bil- 
lion-dollar volume yearly, and they 
enjoy AAI priority ratings. 


Tell your sales story now in “The 
National Provisioner,” the only 
weekly NEWS and MANAGEMENT 
magazine of the Meat Packing In- 
dustry. Religiously read by execu- 
tive buyers and key operating men 
in packing plants from coast to 
coast. For full information, send for 
“A Vital Industry.” Reserve space 
now for Annual Convention Issue 
closing in September. 
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ing, but not always with the speed 
that it should, because of the inabil- 
ity of the headquarters’ staff to service 
all the needs. 


Reorganization Needed 

From this situation came the real- 
ization that something must be done. 
But what? After a very thorough 
and analytical study of the problem, 
the then incumbent president, in an 
18-page thesis, proposed to the board 
of directors a detailed plan for reor- 
ganization of the association. 


The nub of the plan, and of later 
revised plans, was increased dues struc- 
ture to permit the association to op- 
erate on a basis of greater service to 
members. Involved in the details are 
enlarging the headquarters staff and 
employing a full-time executive officer 
to supervise and promote the activ- 
ities of the association. 

Unquestionably, the idea of reor- 
ganization is sound, but, wishing to 
proceed with caution on any such 
evolutionary program, the present of- 
ficers want to feel their way along. 
Thus they plan to submit to all mem- 
bers for their decision, two proposals 
for reorganization which differ pri- 
marily in the manner of increasing 
the dues structure. 

New Benefits Promised 

To help them decide, members will 
also be told of the increased benefits 
that will spring from a reorganized 
NIAA such as: 

CORPORATION AND Propuct AN- 
members will be 


aLysis: In which 


given information on the competitive 


position of their company and _ its 
products. 
INDUSTRIAL MARKET ANALYSIS: 


detailed studies of indus- 


trial markets. 


providing 


DisTRIBUTION METHODS AND SALES 
Costs: telling of trends or changes 
which might concern marketing prac- 
tices. 

ADVERTISING DEPARTMENTAL OR- 
GANIZATION: covering practices and 
procedures of member companies. 

PUBLICATION ADVERTISING: giving 
the latest information on advertising 
techniques and practices. 

OTHER ADVERTISING MEDIA: cover- 
ing the latest information on such 
things as catalogs, direct mail, etc. 

SaLes PROMOTION: information on 
sales presentations, sales training and 
sales analysis. 

Pusticity: techniques on how to 
handle, how to create, etc. 

These and many more services can 
be rendered by the association when it 
has the facilities and personnel to 
render them, thus making it of great- 
er value to members and their firms. 
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Paper Situation Not 
Too Good 


By STANLEY £. COHEN 
Washington Correspondent 
INDUSTRIAL MARKETING 

Washington, July 24. — Best-in- 
formed government officials have their 
fingers crossed on paper prospects for 
the last quarter of this year, and from 
latest reports it appears that publish- 
ers have about an even chance of re- 
taining existing quotas. 

These paper supplies are the maxi- 
mum that can be expected, but in 
many cases the stringency with which 
WPB has allotted pulp for the pro- 
duction of print papers have placed 
mills in a position where they are un- 
able to fill orders. 

The Printing and Publishing Divi- 
sion concedes that it is waging a de- 
fensive action in Requirements Com- 
mittee meetings against container and 
wrapping paper representatives who 
are suffering even more severe hard- 
ships than the graphic arts industry. 

At a meeting of the commercial 
printing industry advisory committee 
late last month, Harold Boeschen- 
stein, WPB troubleshooter for pulp, 
warned that shortages of kraft paper 
for retail wrapping purposes are 
proving so unpopular with the public 
that further curtailment in the usage 
of printing papers may be considered. 

While there has been constant im- 
provement in the production of pulp, 
military requirements, both for the 
production of nitrates and for prop- 
aganda purposes in liberated territories, 
continues to climb. Lurking in the 
background is the threat of a disas- 
trous loss of pulp in Canada, where 
low water levels have interfered with 
movement of wood to the mills. 

Only real hope for improvement 10 
the situation lies in early victory im 
Europe, for it is generally admitted 
that with completion of the European 
war, paper restrictions will be gradv- 
ally reduced. 

For the present, WPB continues t 
urge publishers to adopt all possible 
conservation measures. To lend a 
sistance in stretching the pulp supply, 
WPB has further reduced maximum 
paper weights, and it is now asking 
printers to encourage their customefs 
to eliminate elaborate advertising port 
folios, brochures and presentations. 

Use of paper for promotiona’ put 
poses has previously incurred the op 
position of Mr. Boeschenstein, who 4p- 
pealed last winter to advertising 
agencies to discontinue the practice 











He renewed this drive last month. this 
time working through the printing 


industry. 
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Readin' and ‘Ritin' and Research for Copywriters 


Thwarting the ‘Blue-Penciller’ 


Spots Before Your Eyes 





e WE USED TO know a copyman 
vho could deliver a couple of dozen 
ids into a Dictaphone inside of an 
nour; we thought he was pretty hot 
tuff. 

His high speed copy might be in- 
ended for as few as two or three 
clients—but his batting average on 
kays stunk. Frequently he’d be do- 


ng well if he got a single piece for 


icn 


Then, 


cient 


ipproved. 


there was another, a con- 


ous soul if ever we saw one. We 


velped him get a job in a large indus- 


trial 


iter 


vho 


igency as a writer. Some days 
when we bumped into the man 


hired him, we asked him, “How’s 


Charlie doing?” 


“He’s a 


uy 


We 
tremes 


vith 


damn good copywriter,” 


boss replied, “but, holy cow! the 


) 


ses all day to write one ad!” 
there are two interesting ex- 
What have they got to do 


ou? 


* “We'll bet this is the kind of ad 


that 


rates well with ‘Electrical 
World’s’ guest reviewers.” 





INDUSTRIAL MARKETING, August, 


Three "R's" for Copywriters 

Two are different than 
you were a schoolboy. Yes, 
and ’rifin’. As a good copyman, quite 
obviously, they are both indispensable 
to you. The third, and in this busi- 
ness in many respects the most im- 
portant “R” 
SEARCH. 

Something everybody does a lot of 
talking about—and too, too frequent- 
ly nothing else! 


when 
readin’ 


no 


is something called RE- 


We don’t know what calibre copy- 
writer you are. We do assume, how- 
ever, that you wouldn’t be reading 
this if you didn’t have some yen to 
do a better job. 
a bit naively to the sophisticated, but 
nevertheless very forthrightly—RE- 
SEARCH intelligently applied will 
hel p any copyman write easier, faster 
and better. 

That’s so primary it’s practically 
primitive. You’ve heard it before— 


So we say, perhaps 


* “Has editorial stature—seems to 
carry considerable authenticity .. . 
refreshing layout... .”’ 





coal tar roofing 
coal ter waterproofing 


KOPPERS 


We SOUT eT eter es ete 


1944 


AS INSERTED 


other people have written reams about 
it, offered you many helpful ways of 
doing something about it. Our only 
point in reémphasizing it is to beg 
resolution here and 


you to make a 
now to do something about it. 
Also—we’d like to show you one 


simple, clean-cut example of how well 


RESEARCH works for the copy- 
writer, and hence, the reader. 
The BITUMINOUS COAL INSTITUTE 


has been advertising for the past sev- 
eral years. We have seen and studied 
its advertisements in the past—some- 
times because we were “stopped,” 
sometimes simply because studying ads 
is our business. - Frequently the Insti- 
tute would have copy that was so 
potent, the sheer ability of the writer 
and the way he handled words 
held you. But frequently (as even the 


do) he just 


just 
best writers sometimes 
went flat. 

Comes now 1944 and we note an 
Institute advertisement headed, “We 
welcome your QUESTIONS about our 
Industry.” (See Gallery A.) States 
the main text: 

Nearly everybody has ideas and opin 
ions about bituminous coal and the men 
who mine it. Doubtless many have ques- 
tions they'd like to ask about the in- 
dustry. 

We are eager to answer such questions, 
because we are glad to tell you about our 
industry. Its practices and policies are 
an open book. 

So much for the main text. That 
gives you its trend. The really sig- 
stuff—the questions, them- 
selves. There are two (with answers) 
parked in panels at the top of this ad- 
Here, we'll give you a 


nificant 


vertisement. 
taste of one of them: 

A clerk in Milwaukee asks: 

Is the production of bituminous coal 
keeping pace with America’s war needs? 

The answer is truly inspiring! In 1943 
our mines produced $85,000,000 tons of 
bituminous coal—the greatest amount of 
coal ever mined in one single year in the 
United States or any other country. 

The only year that approached it was 
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Ca om far hgh pratian sic pare — 
ated qeamciey debirery. 


VaRD INC. 


PASADEN AS, CALIFORNIA 





GALLERY A 


1942, and 1943 beat that by more than those who ought to buy it. Watch only a big gear box in color, but right 





1raen Sens. what Gallup and Roper and Eastman in front of it a cut-away of the same 

| There are a couple of more para- are doing. Apply some of their tech- transmission in black and white. (Se 
graphs equally well packed with fact. niques to your problems. Gallery A.) 

Here, gentlemen, is one of the sim- P.S.—There’s an important by- wh teks eemwennaee pent 

plest ot all COPY RESEARCH jobs. product to all this, too. What chance MATIC TOOL COMPANY with a color 

The formula—get your customers and do you think any “blue-penciller” has —_ page topped by a stopper, “ ‘Cat’ land 

prospects to ask you questions— with your copy if it’s built on sound ing on AEROLS.” This is an airplane 

answer them factually in your adver- — RESEARCH? shock absorber, and the entire right 


tisements. Thi ecret tor ssf . . . 
iseme That secre or successful athe tis cies Nias oat Big side of the page shows it in close-up 


copy 1s easily worth several thousand and color (See Gall ry A ) 
. Jee J € 41. 


dollars. We pass it along to you for We're just such quaint gents that ; 
one-twelfth your subscription price to we love to see product pictures in ads Or take this slant of air REDUC 
INDUSTRIAL MARKETING. that are nice and big. Perhaps that rION’S. It has some new materials in 
You see, so many creative people sounds like the most prosaic of all some parts of its welding torches and 
think RESEARCH is dull stuff. You ways of doing a job—but in many in- regulators, so its page says, A 
know—slide rules and columns of stances it’s a whale of a lot better CHANGE IN Appesrence BUI 
heures and things like that. Actually than some of the corny devices and None in Performance,” and the is 
‘e’s far from that. It can be the most trick illustrations with which some ture shows the equipment with ones 
fascinating fun in your job. So—get advertisers horse around. parts spotted by dark shading. (5 


Gallery B.) 





out of your nice easy armchair and go Simple example—here’s vARD, INC. 

into the field and talk to the people talking about “Ball Bearing Transmis- BENDIX AVIATION CORPORATION has 

who buy what you have to sell, and sion for Plane or Plant.” It shows not “Four-Way Selector Valve” that 1 
GALLERY B . 
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“Every man who prepares industrial 
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; Feannetat bavertioo EScsociat . advertising should have a copy”... 
dus . [LLINO! 
P “ etn OHIO STREET CHICAGO says F. 1. LACKENS 
cociual President 
2 — acne, te tr ae seal ese ov aoe — National Industrial Advertisers Association, Inc. 
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ad Here Are Some Of The Jobs Advertising Can Do Now 
e pic h | | d 44 on 44 
| That Are Illustrated In “’Transition Themes” : 
Se 
N_ has 
hee ie 1. Promote priority plans to speed return to normal Magnesium—Package Machinery Company— 
business (see Whitmans and South Bend ). Libbey-Owens-Ford ). 
2. Start talking business to jobbers and dealers 4. ay | — a po for product 
vho may have begun to think that they are “for- aR, OE EN OS. OE fA a 


The foregoing are just a few of the problems 
covered in A.B.P.’s new aid to advertisers. As 
i “think-starter’” it will probably suggest many 
ideas which can be applied specifically to your 


own problems. Mail coupon for your free copy. 


oe otten men’ (see Gould Pumps—Scolding 


cks—Formfit—Cyclone Fence). 


3. To get plans involving the use of your product 
tarted now (see General Electric—American 
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a | THE ASSOCIATED BUSINESS PAPERS 


rREE COPY OF THIS A.B.P. STUDY e Dept. 101, 205 East 42 Street 


New York 17, New York 






















The cost of preparing, producing, and distributing ! Please send mea free copy of "Transition Themes for 
this study is borne by the member publications of — ! Business Paper Advertisements." 
THE ASSOCIATED BUSINESS PAPERS ; NAME 
A national association of business publica- ! COMPANY 
tions devoted to increasing their usefulness to I TITLE 
their subscribers and helping advertisers get ! seme 
: 3 A S 
a bigger return on their investment. ! 
I CITY 
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sometimes called (it says) a “four leaf 
clover.” Big top of its 
page shows three types, big as life. 
Also—good, factual copy to back 
story up. (See Gallery B.) 

% A winner—OHIO BRASS. Head- 
line, “How and Why the Hi-Lite 
Clamp Works.” Four-fifths of page 
taken up by swell pix of clamp. Three 


picture at 


bullseyes of copy. Here’s one: 


{i-Lite Strain Clamps are cast in malle 


ible iron which has an excellent weight 
to-strength rati It has the added ad- 
vantage of torming a tenacious coat of 

oxide when the galvanizing disap 
ea Th it is impervious to all fur 


ther ats pheric corrosion, and thus pro 
vides permanent natural protection to the 
base metal 

We'll bet this is the kind of ad that 
rates well with the Electrical: World 
guest reviewers. And that’s good 
enough for us. M. K. Leggett, Ohio 
Brass Company’s advertising de- 
partment, is the copywriter. 

Other good handling ot product 
pix, nice and big so you can see at a 
glance what’s what are NATIONAI 
LOCK WASHER COMPANY i1n its page, 
"When we say ‘spring’... WE 
MEAN SPRING!” (See Gallery B.) 
DONALD P. MOSSMAN COMPANY in an 
interesting page, “You can have this 
MOSSMAN Heavy Duty LEVER 
SWITCH almost any way you want 

— with several 


it. B I GOODRICH 


clean shots in a page about, “RUB- 


BER BEARINGS can make same sav- 


ings tor many industries they have 
made for years in marine use.” 
And here’s a few more . . . REVERI 


COPPER AND BRASS with a whopper of 
wrapped up in a forging 
“AN 
ALU 


a stopper 
on-the-nose headline, 


PRESSED 


and in 


INTRICATE DI 


* “A super-stopperheadline. 


great picture, too. 


Catch Noise on the “First Bounce” 


WITH SABIN ITE “MM” 















MINUM FORGING by REVERE.” 
—LEAR AVIA INC. which has done a 
consistently fine job showing items 
they make, ring the bell again in this 
color page, “Veteran in Search of a 
Peacetime Future.”—Good pix here 
in two colors for WALDES KOH-I- 
NOOR INC. showing a bearing and 
shaft with Waldes Truarc Retaining 
Rings in red. No one misses where 
they go, what they do. 
Spots Before Your Eyes 

We’re also suckers for “spots.” Not 
to be extremists, but there are many 
ads where some lazy copyman just 
piled everything into the main text 
when he could have loosened and 
lightened the whole works up by sub- 
pictures with captions, 
sketches and the like. 


ordinate 
thumbnail 
Look 

EMERSON ELECTRIC MFG. COMPANY 
say, “News 1s still being made with 
EMERSON-ELECTRIC MOTORS.” 
[hat story is told below in three main 
paragraphs. But above the head are 
four little panels of subhead, picture 
and text. Here’s just one 

NEWS IN 1898... 

An Emerson-Electric Motor 
HAIR DRYER 

The first electric hair dryer, shown here, 
was an ingenious combination of a gas 
burner and a blower driven by an Emer- 
son-Electric motor Able to dry the 
heaviest “suit” of hair in 10 minutes, it 
was a sensation 


Drives a 


FRUEHAUF TRAILER COMPANY 
breaks up long, factual main text of 


its ad, “Let’s Get the FIGURES 
STRAIGHT” with two good picto- 


graphs, and a small halftone of a 
booklet. 

% KOPPERS COMPANY, which 
looks good enough for our second 





winner, has a clean-as- 

page, “Is a postwar 

‘boom’ coming:” Th 
§ 








a-whistle colo 
CONSCTruc tior 


at headlin 





in a red tint panel covering roughl pr 


a quarter of the page. 
page in three panels, n 


two, three”—each with a short para 
graph of text and a nicely handle 


wash drawing. This is 


Business advisory source 


report that postwar planners are figuring 
construction material 
after the war roughly the same as in t 


on a volume in 


boom in the late 1920's. 
more than a third higher 


Remainder o 
umbered “on 


No. 1 


s in Washi 


q 





That woud be . 
than in the fix tral; 


years immediately preceding the outbreaifffy, F 


of this war. 

Somehow this page 
stature—seems to carr 
authenticity. 
treatment is so clean 


freshing reading to the eye. 


has editoria 
y considerabk@ ac 


orp’ 


Then, too, its layou pys 


it makes re. ING 


For al 


these attributes, we pause to praise hem 


H. Vincent Drayne, 


ecutive, Ketchum, MacLeod, & 


é ount ex 
accou ex one! 


Grove, Inc., Pittsburgh agency. fhat 


B. F. STURTEVANT ¢ 


entire right-hand page of a spread tw 


break-down its 
Pipe Heater. 


Heavy 


INDUSTRIAI TAP! 


uses an interesting picture-captio 


technique in question 
form. “Do you know?” 
head, and just below 


OMPANY use cke 


cuti' 
r Duty Stee 


Good headline, too— unct 


CORPORATIO) 


and answer 
asks the main 


, "Oae at | 





wartime short-cuts useful for peace-Bn t 


time production—No. 2.” 


low five pix with 


captions. 


question-answe 


Then fol- NG 


hat’s 


STANDARD OIL OF INDIANA takes : BeSig 


truck motor apart in 
this page, “Make sure yc 


maintenance plan checks these pos 


sible gas wasters!” Pix 


five spots i xpre 
Iur prevenuye 

etter 
show a dirty Bf ar 


horc 


* “Distinctive layout that quickly identifies this company’s advertisements . 


'®) ] 
Diary 


is economical to mold 


( arystal-clear 


Ce mee Nem Hm mrt Me ented PL omen 
wen ee ane nm ee ee ee 


ROHM & HAAS 


pictures, good business-like headlines . 





| ae ey Oe ee nme wom ee 


take a good look 


at this spread tudy 


vith 


... how to design for most cttect\ 


use of this acr 


vv 


Mahi musmnting ings. rvs at therreds 
: soho part tr cat ene welts covote 
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i traight and to the point are the statements, 
reaiffr, Ekbom, Chief Engineer, Link-Belt Speeder 
_forporation, makes concerning the high value 


| advertising pages to his organization. He 
“The advertisements in PRODUCT 
INGINEERING are read because I have found 
hem to be good help in selecting proper com- 
nent parts and material for our products.” 
hat tells you how indispensible information- 
cked advertisements are to engineering ex- 
cutives, upon whose shoulders rest the vital 
unctions of product engineering. 







WHY ARE ADVERTISEMENTS READ 
IN PRODUCT ENGINEERING? 





gr. Ekbom and his engineering staff depend 


in the advertising pages in PRODUCT 
‘ENGINEERING to keep them abreast of all 
hat’s new and fundamental in the mechanical- 
lesign field of the metal-working industry. He 


’ "Bxpresses this in the second paragraph of his 


“Those ‘ads’ which are 
f any concern to our organization are quite 
horoughly studied. A frequent result of this 
tudy is a communication and further contact 
vith the advertiser.” 


* INFORMATISEMENTS" — that's what Mr. 
Division, Robbins & Myers, 


NGINEERING 


BLICATION 


IND\ 
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dtudied by “industry's biggest buyers” 


= W York 18, N. Y. 





r Data in PRODUCT ENGINEERING 


Another PRODUCT ENGINEERING Subscriber Tells 
How Your Product Gets Into His — 


PRODUCT ENGINEERING REACHES 
INDUSTRY'S BIGGEST BUYERS 


Product engineers today are up to their necks 
in redesigning their company’s regular prod- 
ucts and a good many are creating new ones 
for new fields. They’re specifying and prepar- 
ing bills of materials, even though production- 
day of these post-war products may be a long 
way off. But when that day does arrive, quan- 
tity orders will be placed, because product en- 
gineers are “Industry’s Biggest Buyers” 
and PRODUCT ENGINEERING is their most 
helpful technical journal, for which they pay 
$5.00 a year. 


Make each one of your advertisements 
in PRODUCT ENGINEERING an 
“INFORMATISEMENT’’* by packing it 
full of information that will enable product 
engineers to write your products on their 
bills of materials. 


Schirmer, Chief Engineer, Hoist & Crane 
Inc., calls advertisements in PRODUCT ENGINEERING. 
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air cleaner, fouled spark plug, worn 
distributor points, etc. Copy under 
each gives the cure-all. 
What's in a Name Department 

Just in case you read our stuff last 
month, you'll possibly recall we cited 
the value of a good descriptive prod- 
uct name. We mentioned as an exX- 
ample Allis-Chalmers’ “Magic Grip” 
Sheaves. Well, here’s another honey 
we'd like to add to the collection, 
E. F. HOUGHTON & co. with its 
“*TISSUE-THIN’ Spindle Oils that 
carry tons.” “Tissue-Thin.” We like 
that! 


On the Run 


Herewith a number of advertise- 
ments that caught our attention for 
one reason or another 

Good “Tell All” in TuRCO prRop- 
page, “Paint and Dope 
Room Clean-up NO PROBLEM 
NOW!” Ditto for WESTINGHOUSE 
AIR BRAKE’S “Easy on the Operator 

. and Easy on Equipment, too... 
W-A-B controls”—for DUREZ 
pLastics’ “DESIGN DATA ON 
PLASTICS—No. 6.” 
stuff 
considered run-of-the-mill product— 
signature of GEN- 
Headline, 


ucts color 


with 


Interesting about a_ usually 
boxes—over the 
FERAL BOX COMPANY. 
“What do they 


to skin a cat?” 
layout treatment, too. 


mean—there’s more 
than one way Deft 
Maybe we've mentioned it before, 
but that CITIES SERVICI 
certainly backs up the line 
Headline here, “How to 
SAVE Gas.” Right below, two draw- 
“before and after” Power 
Prover readings, headed, “‘Make the 
Test”—"‘See the Results.” 


“Power 
Prover” 


on copy . 


ings of 


pointer to friend customer, 
courtesy of AMERICAN MAGNESIUM 
CORPORATION. Warns headline, 
“Don’t be stingy with your fillets.” 
Says opening gun of text, “You're 
out to save weight, using magnesium. 
But you don’t add much weight by 
being generous with those fillets. And 
what a world of difference they make 
in the performance of a structural 
part.” 

% Another winner is UNITED 
STATES GYPSUM’S ad with a super- 
stopper, “Catch Noise on the ‘First 
Bounce’ — with SABINITE ‘M’.” 


We'll read you some. . . 


( 700d 


Disturbing noise bouncing around—is 
on the way out—it’s old-fashioned and un 
necessary. For today, with Sabinite ““M”, 
walls and ceilings are not only beautiful 
and fire protecting but “catch noise on 
the first bounce” and absorb a large per- 
centage of it 

A “plus” has been added to plaster 
with Sabinite ‘‘M”’ and this without 
change in standard building practice, men 
or methods. For Sabinite ““M”™ is a plas- 
ter finigh applied by any good plasterer 
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The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: ; 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make _ reading 
worth while. 

3, Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims of su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser— 
but nothing exaggerated, 
nothing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 


—-good solid “‘reason-why.” 











over standard plaster base. It has high 
light-reflectivity, is available in several 
colors. 

Great picture here, too, hand 
catching ball bouncing from a floor 
plan blueprint. Whoever done this, 
done well, says us. Step up on the 
stage, please, Fred G. Johnson, 
commodity advertising manager 
for USG, and William A. Phillip 
of Fulton Morrissey agency, 
Chicago, take your bow. 

Fresh handling in these four pieces 
of copy ... ARMS1..0ONG CoRK’s “The 
End of a Perfectly AWFUL Meal!” 
—AUTOMATIC ELECTRIC SALES’ “I 
NEEDED A RELAY as short as 
this . . . and long on stamina”—aLeE- 
miTe’s “3 KNOTTY PROBLEMS 
and How They Were Solved by Ale- 
mite Lubrication Specialists” — THE 
SPOOL COTTON COMPANY’s (for 
Crown Zippers) “Don’t risk teeth 
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coming loose! 
Boost-of-the-Month 


To John Hogan of Newell- 
Emmett Company, New York 
agency, who is responsible for the 
attractive, informative advertisements 
ROHM & HAAS COMPANY has 
been publishing so regularly. Take 
this two-color spread as typical. It 
has, for the first thing, that very 
clean, distinctive layout that quickly 
identifies any Rohm & Haas adver- 
tising. Swell pictures, good business- 
like headlines. Left-hand page leads 
off, ““Crystal-clear PLEXIGLAS is eco- 





nomical to mold.” Right-hand page, 
“. .. how to design for most effective 
use of this acrylic plastic.” Four good 
pix of molded Plexiglas products on 
left-hand page. ““How to” copy, spe- 
cific, pictorialized, on right-hand page. 
Take a good look at this spread. 


THE COPY CHASERS 


Tyson Agency Celebrates 
20th Anniversary 

O. S. Tyson and Company, Inc, 
advertising agency, New York, is 
celebrating its 20th anniversary on 
August 13. The company was or- 
ganized in 1924 by Oscar S. Tyson, 
present president, and the late L. W 
Seeligsberg, who until his death last 
November, had been vice-president 
and treasurer. 

Both were well known in the indus. 
trial advertising field before they 
started their agency, having held po- 
sitions in advertising departments, 
with technical publishers and adver- 
tising agencies. 

The company now has offices on 
two floors of the New York Central 
building with a staff of over 30 peo- 
ple and handles the advertising of 
46 clients. 

During the past two years, a large 
part of ics work has been for clients 
actively engaged in war production 
and it is one of the few 
which have been designated an “‘essen- 
tial businesss.” 


agencies 





LeTourneau Promotes Two 


Eugene E. Weyeneth and Joseph G 
Van de Loo have been advanced t ist 
ant advertising manager and export 
vertising director respectively by R. | 
LeTourneau, Inc., Peoria and Stocktor 

Mr. Weyeneth, who recently complete 
a year s loan to the United States Am 





Joe G. Van de Lo 


Eugene E. Weyeneth 


Engineers supervising instructior 
will retain his duties as regional ertis 
ing director and movie producti nie 
Mr. Van de Loo will likewise rema 
pany art director. 

Both men, veteran business advertisi® 
copywriters, assisted George C. McNutt 
manager of advertising, in the prep«ratio? 
of copy which brought LeTour: at 
advertising placque awarded by the As* 
ciated Business Papers. 


nm 
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hink of 


“electronics” 


as a victory garden 





* 


where grow all these kinds of engineers 


We use the word grow advisedly. thinking! In their way of buying! That’s why 
ae , ; we urge our advertisers to give their copy in 
For electronics is a business which engineers 6 ; 5 Py 
ahaa ELECTRONICS an engineering slant. 
make great. It’s a growing industry, and these : . 
men are growing in it. Five or ten years from . os : “oa 
S be é 3 ) ' Make it factual. Make it informative. Write it 
now, they'll be directing an industry of stu- . — 
3 ) ° 4 ) so that it supplements the pages of editorial 

-ndous size . . . one that will i nce prac- ; 
- ee . er © matter in ELECTRONICS. Then your advertis- 
tically every other kind of business. . . : 
ing will get the same careful reading . . . and 


But then as now, they'll be engineers. In their be resultful as you want it to be. 








de Loo 


Nutt 


ation 





1944 


*and many others 


—among them Instrument engineers, Laboratory, Project, Research, Serv- 
ice, Meter, Inspection, Test, Signal, Power, etc. as well 
as Assemblers, Installers, Machinists, Directors of Re- 
search, Plant Managers, Presidents and Vice Presidents. 


DESIGN...PRODUCTION...USE 
ABC Established 1930 ABP 





A McGRAW-HILL PUBLICATION - 330 WEST 42nd ST. + N.Y. 18; @. Y¥. 
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ro lOO 
A YEAR 


FOR LATEST 





NEWS AND VIEWS 
ON WARTIME 
TRANSPORTATION 





TRAFFIC WORLD 


Complete weekly coverage of 


00 all transportation news as— 
$15 ODT Orders, 1.C.C. Reports, 


Maritime Commission and 
Civil Aeronautics News, Court 
Decisions, Complaints, etc. 


TRAFFIC BULLETIN 


Weekly coverage of News Car 

$2500 rier Tariffs, Special Permis 
sions, Embargo Notices, 

A YEAR Investigation and Suspension 
Orders, Dockets, Hearings, etc. 


DAILY TRAFFIC WORLD 
and TRAFFIC BULLETIN 


Daily report of all wartime 

$189°° governmental bodies, Mari- 

time War Emergency Board, 

A YEAR ODT, OPM, WPB, OPA 
OPC, etc. 


A YEAR 


Write today for more detailed information, 
sample copies, and FREE 50-page manual 
entitled, A Guide to Effective Freight Trans- 


pertation Promotion.’ 


TRAFFIC WORLD 


wetiy 





1D 
CHICAGO 7, ILLINOIS ARP 
418 SO. MARKET ST. 


- 
NEW YORK 17, N. Y. 
250 PARK AVENUE 
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Postwar Sales Policy 


supervisor became more important 
than his ability to bring in orders. 


Working with Distributors 


That decision reached, an adequate 
factory sales force to work with and 
through distributors was next organ- 
All the former Sterling factory 
and manufacturers’ agents were 
contacted and out of the previous 
force of 40 only six were retained in 
the new 


ized. 
men 


setup. 

To these were added six more full- 
time to provide a basic organ- 
ization of 12 full-time district men 
the United States and Can- 

these men has a terri- 
to several states. As a 
direct factory representative, each 
man’s chief function today is to se- 
lect and sell the distributors who will 
represent Sterling in his territory. 


men 


covering 
ada. Each of 
tory of one 


That phase of the program is now 
in course of execution. Ultimately 
Sterling expects to have a force of 
several hundred carefully selected in- 
dustrial, automotive, marine and air- 
craft jobbers throughout the United 
States and Canada. 


Definition of "Selected" 


It is well here to discuss the term 
as applied to a jobbing or- 
ganization. Looking at the industry 
chart it can be seen that adequately 
serving all factors with a direct fac- 
tory sales organization would be an 
impossible task. It was also felt that 
with a specialty tool such as a sand- 
ing machine, the volume in any one 
territory would not justify general 
jobber distribution. The logical set- 
up therefore, consisted of limited job- 
ber distribution restricted to those 
jobbers who were especially equipped 
from the standpoint of sales and ser- 
vice facilities to handle Sterling prod- 
ucts. The number in any given city 
or territory would be determined by 
the sales potential in that area. 


Publishes Policy Booklet 


Having decided to use the principle 
of selection in lining up distributors, 
Sterling now determined to back its 
horse to the limit. 


Thus 


“selected” 


a printed pamphlet called, 
“The Sterling Selected Distributor 
Policy” was developed. This booklet 
sets forth in no uncertain terms what 
Sterling will do for its distributors 
and what it expects them to do for 
Sterling. The reaction of distributors 
to this forthright and definite state- 
ment of postwar distributor relation- 
ship was instant and emphatic. 


Completing the First Phase 


Armed with this statement of pol. 


icy, district managers are now busy 


combing the country, establishing thi 
jobbing connections which will func 
tion as Sterling’s local sales and servic. 
organizations in the years to come. 

That is the first and immediat 
phase of the district manager’s work 

Next came the development of 
comprehensive sales strategy to be ap- 
plied throughout the country. 

To that end, a sales presentation 
was planned, which tells the complete 
Sterling Story from beginning to end 
It is a fifty-page exhibit beginning 
with the field of abrading and the de- 
velopment of portable sanding ma- 
chines and carrying through to the 
individual jobber’s profit on the sal 
of a particular machine. 

These sales presentations, which will 
cost about $100 each when com- 
pleted, will be used first to sell the 
distributor. Later the same presenta- 
tion will be used by district manager: 
when conducting sales meetings for 
jobbers’ salesmen. 


Other Selling Aids Planned 


Other material to enable district 
managers to do a better job will con- 
sist of illustrated talks and 
both silent and sound, to conduct 
series of eight different meetings for 
jobbers’ salesmen. 

In addition to the personal effort 
of district men, all jobbers’ men wil 
receive training material by mai 
from the home office. A series of Tec! 
Data Bulletins will be prepared espe- 
cially for the mill supply, automo- 
tive and other jobbing organization 
salesmen handling Sterling products 
As new developments come to light 
they will be presented in the form ol 
Tech Data Bulletins, simply expressed 
but based upon exact technical knowl- 
edge. These informative and_inter- 
esting bulletins will ultimately be- 
come jobbers’ salesmen’s manuals 
the application of Sterling machines 


MOV ies 





Tru-Test Names N. Y. Manager 

John F. Townes has been appointed 
New York manager of Tru-Test, market 
ing and merchandising organ:zatior 
Chicago 

He was 
back Hardware 
Oliver Bros., Inc., 
refrigeration, radio, and 
partments. 


formerly associated with Mas 
Distributors a1 wit! 
in charge of electrica 
automotive @ 


Bunker to Foxboro 


Paul C. Bunker, a member o! 
vertising and promotion depart 
Armstrong Cork Company tor ! past 
seven years, and previously with batten 
Barton, Durstine & Osborn, Inc 
cepted a new position as director 
licity and advertising of the 
Company, Foxboro, Mass 


g 
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Maybe the Copy Chasers give your ads 
a plug and Jide marks them as stoppers. . 
fine! But the final pay-off comes when a 
prospect recommends your products 
based on information or ideas contained 
in your ads... and the purchasing agent 


makes out an order. 


And what are these men thinking about? 
What kind of information do they want? 


How shall it be packaged and presented? 


Nobody has all the answers. But we think 


we have a whole hatful of them. 


Loyp W. Dunn has been largely respon- 
- sible for the very successful Guest 
Reviews of Advertising conducted by 
Electrical World. In the past four years 
he has been all over the country visiting 
men who specify and buy industrial 
equipment . . . listening and taking notes 
while they commented upon over 5000 
advertisements. Pre-war copy. Wartime 
copy. And copy for the war-free world 


of tomorrow. 






Clients we serve: 





MFG. CO. * COAST METALS, INC 








COMPANY 





ho says your ads are good? 


Because Rickard has long believed in the 
rightness of pre-testing and field checking 
basic campaign plans, it was only logical 
that we heartily approved (and still do! ) 
of the “Guest Review” . . . and only logi- 
cal, too, that we were interested in Mr. 


* Dunn’s specialized background. 


Mr. Dunn is now a member of the 
Rickard organization. 


3acked by his eighteen years of diversi- 
fied advertising, sales promotion and 
merchandising experience, Mr. Dunn’s 
past four years of “post graduate” re- 
search, talking to readers, have given him 
many of the answers to what makes in- 


dustrial advertising click. 
x & & 


If you're interested in seeing the type of 
advertising Rickard prepares, we suggest 
you keep an eye out for 
our clients’ ads...or, of 
course, we'll be delight- 
ed to come over and visit 
with you about your 
advertising plans. 








Lioyp W. Dunn, Vice President 
Rickard and Company, Incorporated 





BAKELITE CORPORATION + CARBIDE AND CARBON CHEMICALS CORP., PLASTICS DIVISION 
THE HAYWARD COMPANY 

HELLER BROTHERS COMPANY + METALLIZING ENGINEERING CO., INC. 
CORPORATION + OAKITE PRODUCTS, INC. 
ROGERS DIESEL AND AIRCRAFT CORPORATION 
CARBIDE AND CARBON CORPORATION, HALOWAX PRODUCTS DIVISION 





B. F. STURTEVANT COMPANY 








THE HEALD MACHINE COMPANY 
NATIONAL TILE AND MARBLE 
A. R. PURDY CO., INC. + JOHN A. ROEBLING’S SONS 


UNITED CHROMIUM, INC. 
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E were recently asked by one 

of the largest manufacturers 
of air conditioning equipment 
whether we had any statistics to 
prove that a substantial market 
exists for a good mechanical re- 
frigeration unit for trucks. 


Our reply included this para- 
graph: 


“We have been recommending 
for nearly three years that the 
highway and air carriers coop- 
erate, and we believe that ade- 
quate truck refrigeration would 
further discourage competition 
because it seems feasible to 
precool perishables enroute by 
truck to airfield rather than to 
take them to a central precool- 
ing point and then rehandle to 
airport.” 


An additional saving could be 
realized, both in handling costs 
and in the quality of the prod- 
ucts being transported, if the 
refrigeration unit were in a re- 
movable body or other type con- 
tainer that could be transferred 
intact to the air carrier. 


Here is another example of the 
affinity of practically all sub- 
jects, products and services in 
the vast field of distribution; 
further proof of the need for 
cooperation and coordination of 
effort on the part of shippers, 
receivers, public carriers, han- 
dlers, warehousemen and those 
who supply the vehicles, equip- 
ment and supplies they buy. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Ideas?? 


I seem to be running out of 
current advertisements. Whule that is a 
rather embarrassing confession to make, 
still it is the truth. So please either bawl 
me out or give me a few suggestions that 
may prove stimulating 

ADVERTISING 


ideas for 


MANAGER 


You and hundreds, if not thou- 
sands, in your same position are going 
through this struggle at the present 
time. What to say, when, from some 
viewpoints, there is nothing to say. 
Here are several suggestions that may 
work. 

1. Take time from the office—get 
into the field and talk with customers 
and prospects. 


2. Talk with the men who make 
your product. 
3. Talk with management. 


4. Try to judge what the develop- 
ments of the next few months may 
be in your industry, and with your 
company and its customers. 

§. Get a copy of Jim 
book on how to get ideas.” 

6. Look through some of the lead- 
ing always in- 
spiration in the best advertisements of 


Young's 


magazines—there is 


other companies. 

7. Begin to maintain, if you have 
not already done so, a good substan- 
tial album of all of your advertise- 
ments. If you have a file that ex- 
tends back some years, look through 


these old ads. You will get many 
ideas on what to do and what not 
to do. 


One advertising manager recently 
admitted that some of his best current 
ads were developed from some of the 
advertising his company had done 20 
years ago, and had been completely 
forgotten. 

8. If all these fail—go fishing for 
two weeks. 


A Contribution to Your Industry 


‘ . 
Our plant still continues to run full 


tilt, and as a matter of fact I think it 
will be overtaxed for some years after 
the war This poses a rather difficult 


problem for a comparatively unimagina- 
tive advertising manager. What are some 
of the activities in which I can engage 


*A Technique For Producing Ideas by 
James Webb Young, published by Ad- 
vertising Publications, Inc., 100 E. Ohio 
St., Chicago, III 


that will profit the company without g 
after business? 
ADVERTISING MANA 


It might be argued that selling your 
products to your customers will build 
you a satisfactory reputation. How- 
ever this is not generally considered 
sufficient and therefore you must con- 
tinue to tell your customers and pros- 
pective customers about your com- 
pany, its products and services, even 
though you do not ask for orders. | 
assume you are doing this. 

One worth while activity might be 
the preparation of a booklet or movie 
on how your product is made. A 
simple, well illustrated book often 
proves a good institutional piece. Re- 
garding movies, the Bureau of Mines 
has encouraged a number of manutfac- 
turers to underwrite movies on the 
manufacture of their products from 
an educational standpoint with identi- 
fication, but without the inclusion ot 
any advertising. 


Faces or Feet? 


I am attaching a 
have been prepared for use in the 
ness papers, and afterwards for 
mailing to customers, and prospects 
before getting too deeply involved, we 
would like to get the bugs out 

Would you be good enough t 
over these and let me hav 
criticism? 


series ot ads 


ads 


SALES PROMOTION Ma: 
Your illustrations showing men’ 
feet might better show their faces. 
Men’s faces are much more interest- 
ing than heavy boots and shoes. 


Your captions are in all capital 


letters, whereas caps and lower case 
are more easily read. Also the cap- 
tions are not all provocative. Use your 
caption to get your customers inter 
ested in reading the rest of the copy 

Most of your headlines are too long 
—the ideal headline must present 4 
an idea that a person can ge 
As soon 





picture 
at a glance without reading. 
as he must read it, your perc 
of readership drops tremendous!) 


Rough Layout for Final Ad 


We are having quite a bit of « 
these days buying art work. T! 
so few artists left, that we are rea y © 
barrassed. What are other companies © 
ing to overcome this problem? 

ADVERTISING MANA 


The shortage of artists is un! ersal, 


ntage 


GER 
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but most everyone seems to be getting 
by tairly well. Artists are working 
overtime, photographs are being used 
in place of art work, and in some cases 
companies are resorting to editorial 
type of ads without the usual illus- 
tration. One advertiser has found 
his layouts so good that he is using 
them instead of a finished job. 


War Versus Commercial 


Advertising 

(Our management 1s becoming a little 
tired of war advertising copy, and our 
] 


sales manager has asked if I do not think 
is time to approach our prospects and 
customers with commercial competitive 
copy, in spite of the fact that we are still 
sold up solid. I suppose it is anyone's 
vess when the war will end, but would 

like your thoughts on this. 
ADVERTISING MANAGER 

This problem must be solved in 
different ways by different companies. 
Some managements can see the com- 
petitive situation approaching more 
clearly than others, and so wish to 
prepare for it. We do not think any 
firm should relax in its effort to help 
win the war—for instance, using a 
certain portion of their space in the 
support of various general campaigns 
that will help the war effort. By 
this we mean War Bond advertising, 
conservation of various materials, 
scrap salvage, etc. 

As is often the case in situations 
of this kind, the war may end very 
suddenly, and too many of us will 
not be ready for it—so we would urge 
you at least gradually, to change 
from general institutional advertising 
to straight competitive copy as soon 
as your management advises. 


Cooperative Advertising 


As you know, we furnish one of the 
elements used in the manufacture of 
material. Consequently we are 

most anxious to help the manufacturers 
of t material in every way possible. 


We e a house magazine and run arti- 
cles the value of our element in pro- 
duc material, but are looking 
for 1 ind additional ways to cooperate. 
Let’ e a few suggestions, please. 
ADVERTISING MANAGER 

Companies are always glad to have 
help from their sources of supply. As 
you publish a magazine, you might 
permit your customers to advertise 
wit! cost, if your circulation will 
be « lp to them. This is a very 
dire lp which they will see and 
appreciate, 

No doubt you might also ‘be of 
assist to them in the preparation 
of t own literature. If, as there 
prob are, alternate materials that 
can used in the manufacture of 
their | oduct, the more general space 
adve 1g you can do to show the 
valu your product as a component, 
the e directly helpful you will 


irself and to your customers. 


| 
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Now It Can Be Told For the first 
time, the teaching-training methods 
of history’s greatest mass instruc- 
tional programs are opened for ob- 
servation. » » Kirk Earnshaw, MI's 
Industrial Relations Editor toured 
4,000 miles through Army camps 
to bring the word and picture docu- 
mentation of this modern miracle. 
» » By the end of the war more than 
11-million men will have received 
some type of training, and half this 
number will have acquired or 
polished up on special skills needed 
by industry. » » The army training 
programs are creating the greatest 
number of “foreman-qualified” 
men never before available to 





TRENDS & MATERIALS. How In 
dustry solved ‘‘shortages’’ and met 
the stringent demands of the war ma- 
chine for improved materials provided 
ig ee nities for the unique 
torial and interpretive journalism 
Modern Industry. Up to several 
months 4aZ0, the vital subjects oj 
Mate vials and Tre nds were ve care hed 
in the field and reported on by Donald 
O. Loomis, now an Ensign U.S.N.R. 
irthur W. Pearce now makes this 


essential service to our readers his 


é f n ‘bility. 





. . £3g) ARTHUR W. PEARCE 


Materials Editor 


HIS JOB: The deeply explored, thor- 
oughly reported story of GRS (Gov- 
ernment Rubber, Styrene) telling 
manufacturers who rely on rubber 
or rubber substitutes exactly what 
they may expect (MI-May 15th) typi- 
fies the editorial versatility of Arthur 
W. Pearce now acting Materials 
Editor. With Modern Industry since 
its swaddling clothes time, Art's 
typewriter has pointed all directions 
like a compass. In our earlier days, 
he reported on Glass, Plastics, 
Metals . . . so his present responsi- 
bility as Materials Editor is not a 
new field for his talents. 

When the pattern of America at 
war was in its formative stages, Art 
covered the bases on how to get con- 
tracts, the story of the War Agencies, 
the transfer to war production and a 
war economy. Nineteen months ago 
(January 1943), well before any 
major publication in the country 
tackled postwar problems, Art 
Pearce presented a series on postwar 
company lanning, outlooks for 
various industries, later,—on 
postwar price forecasts, timetable 
for reconversion, etc. 


Modern Industry 














Selected from Modern Industry, July 15th, 1944 


My 


r— 


/\ 


American industry. » » But—the 
training methods themselves, ex- 
hibits, mock-ups, working models, 
slide and motion picture films, 
drawings and diagrams can be cal- 
culated to have a far reaching ef- 
fect in their application to the 
selling tools of 40-X. » » Even ad- 
vertising copy and illustrative tech- 
niques, direct mail and catalog 
work will be influenced deeply by 
the known and measured accom- 
plishments of the methods used to 
teach the business of war. » » Read 
“Uncle Sam—Industrial Trainer” 
on page 33. 


Tomorrow’s Salesforce A recent 
survey of factory employees has 
shown that 809% of those engaged 
in retail selling before the war 
prefer to remain in production 
employment. » » 50% of those 
previously engaged in all other 
types of selling prefer to stay on 
factory payrolls. » » Interest in sell- 
ing as a career has reached a low 
ebb. » » The public has misconcep- 
tions as to what a salesman is and 
what he actually does. » » Steve 
Booke, MI’s Distribution Editor 
reports on fresh sources for sales- 
power recruitment unearthed by 
approximately 50 companies. » » 
See “How to Find Tomorrow’s 
Salesmen Today” on page 41. » » 
Study the steps management must 
take to stimulate a healthy flow of 
desirable young men into sales jobs. 


Cartel Question Do the antitrust 
laws, because they bar the forma- 
tion of cartels, condemn U. S. In- 
dustry to a desolate future of cut- 
throat, profitless competition? 
» » Should industry for its own sake 
and that of the nation, be allowed 
to organize cartels? » » Or putting 
it directly, Should the Antitrust 
Laws Be Repealed? » » This ques- 
tion provides perhaps the most 
significant and important of all 
MI’s Debates-in-Print. » » Read 
both sides of the argument on page 
109. » » We'll be glad to send you 
the issue containing this debate, or 
tear sheets if the issue is exhausted. 


Modern Industry, 347 Madison Avenue, New York 17, N.Y. 





































































































The FIRST Big 
Post-War Market 


$3,500,000,000 a year for 
SEWAGE DISPOSAL, HIGHWAYS 
and STREETS, WATER WORKS, 
AIRPORTS 


related 
engineering and con 
market covered by 


These phases of the 


specialized 
struction 


PUBLIC WORKS Magazine will 
comprise the first big post-war 
market 


What cities and counties 


need 

sp ‘ ys | PUBLIK 
WORKS sg far have revealed many 
‘ - os ot efed tz 20 cities 
nd inties Details are sent t 

PUBLIC WORKS 
t their advertising and 
ional mater 1 | to prospects 
| ‘ t : 1 need for their prod 
cts Names f products covered it 








Engineers and Superin- 
tendents Rate PUBLIC 
WORKS and Other 
Magazines 


Re ntly in independent Research 
Bure sked a cross sectior f all 
ginecers ‘ unty engineers, con 


ngineers, and superintend 


managers f water works, 
the U.S.A ‘From what 
igazines§ «ck ng with public work 
you btatr information t the 
se ' your wn every day 
atlit , X& 17 
t 1 wit the mes 
ss iblications espondents pre 
\ imes ve 
gested c y 
Deta t from tl inbilased 
ey availab without obliga 
Ww lesire t reach 
t big : l unty markets 


1 for the least 


Send for this new 
readership survey. 


Public 


Works 


308 East 45th St., 


New York 17, N 
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Public Relations 


effort when you get such 
and pictures, printed for the 
themselves and their 


the war 
stories, 
benefit of 
| neighbors. 
| In the of R. G. 
|Inc., whose products are “standard” 
with the Army Combat 
Navy and_ other 
service, we try to 
to tell local 
employes 


case LeTourneau, 
equipment 
Engineers, the 
branches of the 
utilize every opportunity 
subscribers and 
when a piece of Peoria-made machin- 
ery does an under-fire war job. 
‘Dozers kept Henderson Field open 


new spa per 


}at Guadalcanal, operating between 
American and Jap gunfire when an 
|hour’s letdown would have ripped 


craters in the 
have lost the Solomons for us. 
fleets 


enough runways to 


Tourn- 
globe must 
military air- 


apull ‘round the 
build 
ports before United Nations bombers 
can wing out territory. 
|When the first Thunder- 
bolt fighter plane landed on the initial 


Allied Normandy, 


quent LeTourneau 


access roads and 


over enemy 
American 
runway in subse- 
photos show ed 
foreground, still com- 
| pleting the other side of the same 
We published all those stories 


Scrapers in the 


runway. 
\for the common good. 


News and radio stories and pictures 


along those lines, regardless of whose 


products are helping win the war, 
employe subscribers 
as well as the gen- 
home-town- 
Such critical war 
production deserves critical colurnn 
It’s truly hot 


belong to your 
and radio listeners, 
eral War-Bond-buying, 
conscious public. 
space and radio time. 
news! 

But, even with your war 
don’t expect too much from your edi- 
tors. As the war continues, it is al- 
most a certainty that space will be- 
| come more and more of a premium. 
|W ith publications willing to cut their 
lown advertising to get out the news, 
let’s cooperate that kind of 
Americanism to the limit. The edi- 
tor’s big problem is lack of paper, 
or space. Even though your story 
lis ultra-important to you, your com- 
war-winning news may be 
you aren’t the only 
Always try to 
see your story from the editor’s view- 


news, 


with 


| 
| 
| 


petitors’ 
just as important; 
pebble on the beach. 


point. You be fair with him, and 
he'll be fair with you. That’s a 
truism on every American editor’s 
desk. 


Hats Off to Labor 


Generally speaking, relative to other 


news sources, visiting dignitaries, with 


interview and pic- 


employe 


their records and 


ture possibilities, activities, 
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increases 
eral raises and bonuses, promotion and 
holiday work schedules, etc., are all 
hometown news. 

What about holiday work schedules 
in this seven-day-a-week war, you 
ask? It’s more important, and of bet. 
ter public service, to print a story 
when you are working on 
or Labor Day than it is to release a 
news report you are not 
working. 


when 


Even your hometown Chamber of 
Commerce 
and additional employes, 
bonuses, employe promotions and 
ilar activities, in what your Chamber 
properly considers the fairest city ir 
the nation. 


reads news about present 


raises ing 


Annual financial state 
ments, promotions, new 
products, postwar plans and even la. 


reports, 


executive 


bor contracts of general trade interest 
belong in your business 
Most paper 


deserves some local publicity. 


magazines 
business news, in turn 

Management may not always agree 
but careful publicity consideration is 
due these days to labor. In view of 
home front strikes and wage increase 
demands as compared to our brav 
$50-a-month “foxhole boys,” it ma 
facing a 


unique 


be management is 


opportunity to woo increased public 
favor by being more labor-fair than 
ever before. At any rate, it will cost 
very little in time and effort to pre- 
pare labor news data for your local 
union paper, usually a weekly. You 
need not overdo it, but, when your 


plant’s collective bargaining agents 
participate in a helpful effort, why 
not send the news and pictures t 
your union’s national journal? Such 
sincere friendliness might pay hand- 
some dividends some day. 
Conversely, both labor and man- 


. * | 
agement have occasional potential 


news matter which, published, might 
be harmful to the common good 
Given such a picture by your execu- 


tives, you “forget” to write the stor) 
But that may not be enough. _Locall) 
at least, it is well to make confidante 
of your and radio men. Te! 
them why, if they do run across 4 
unofhicial lead on the story, it hould 
not be printed. That, too, may Pp% 
dividends later with stories you 
want printed. 


news 


Small Town Posies 


The problem of timing is quite 1m 


portant. Locally, you may have #* 
least one radio station and two # 
three daily newspapers. Again, i 
just common sense to recall chat 4 
local news story broadcast on a 10 
p. m. radiocast for the first time jus 
isn’t going to get, or deserve, equ” 


in employe personnel, gen-| 
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story 


AS A MANUFACTURER, you'll 
me benefit from this editorial effort 
Tell | directed at improving the marketing 
skill of the industrial distributor. 


Il, 
cally 


Just recall] how successfully Mill Sup- 

pi) B lies has done other similar jobs for 
: you: In 1941, 7 immediate jobs for 
distributors; in 1942, our War Guide 
Issue ex; aining priorities and regu- 


® 


a 


o oF 
it’s 
at 4 SS 

mm Se Sure to See 
just a 

qual > 3 


IN SEPTEN, 
MILL SUPPLIES / 


A McGRAW-HFLL PUBLICATION 
330 WEST 42nd STREET - NEW YORK 18, N. Y. 
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lations; in 1943, our guide to aid the 
drive for more war production. 


The September number will be 
equally important. Be sure to read it 
carefully. We are not soliciting your 
advertising for this issue because 
space is seriously limited. Moreover, 
you know as we do the wisdom of 
following a regular monthly sched- 


ule throughout the year. 
ih 


the September “SALES GUIDE” Issue 
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Published on 
the Ist and 15th of Every Month 


$3 one year 
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consideration from the 
next day’s newspapers. On the other 
rand, the radio station newsroom is 
naturally jealous of being scooped by 
the newspapers. Take good care to 
break stories equally, or you may well 
rue the day when those sources could 
be equally thoughtless. 


publication 


A good 25 per cent of the employes 
in LeTourneau plants come from small 
communities within a 50-mile radius. 
If one of them is promoted to a fore- 
manship, you can make him mighty 
proud, a better worker, and please all 
his relatives and friends by telling 
them through the columns of his com- 
munity paper. You'll get your 
whole story printed there nearly every 
time! 

The smalltown editor may not have 
engraving facilities, but he is almost 
sure to have a casting pot. Why not 
dig up Harry’s picture, get your near- 
est engraver to make an electro, and 
send it and its mats on to that weekly 
newspaper? In nearly every case, it 
will be Page One copy, make hundreds 
of friends for your firm, possibly 
bring in more employes, and certainly 
mark yours as ‘‘a swell place to work 
and get promoted”! 


About the Six Messrs. W. 


This assumed you 
wouldn’t be interested in industrial 
news handling unless you already knew 
the rudiments of news gathering and 
writing. It has tried to deal more 
with the public relations of publicity. 
But it might be well to briefly review 
the work of the six “Messrs. W”: 
What, Why, When, How, Where and 
Who. 


article has 


Journalism courses tell you the lead 
paragraph should name, fully and cor- 
rectly, the subject about whom or 
what you write, what he or it con- 
cerns, where the actions will or have 
occurred, and to detail the when and 
Today, with column 
space at premium, it is vitally neces- 
sary that such a lead be established 
in anything but a pre-arranged fea- 
ture story. If, like all of us who 
would write news copy, you cringe 
and cower at the thought of Rough 
Ol’ Editor’s blue pencil, why not 
check your own copy first with horse 
sense, and curry out every unneces- 
It pays. 


why and how. 


sary word? 
And Don't "Puff" 


If any single publicity act disgusts 
an editor, it is probably the submission 
of “puff” copy meant merely to get 
everything possible for free. LeTour- 
neau tries, sincerely, to avoid any such 
excess wordage. Editors everywhere 
are too busy to wander through puff 
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copy in search of true news highlights 
Hence puff can only wind up wher 
it should—in a wastebasket. 

By way of specific example, we 
have just released a 150-word general 
business papers’ release on a new gen- 
eral sales manager. Every word, we 
think, counts. The piece could have 
been puffed several hundred words, 
though that would even be unpatriotic 
these days. We included a picture per 
story, giving the editor a choice of 
only the photo and cutlines, if more 
convenient to him. We will watch 
editorial reception of this release, 
we do all our copy, in order to cor. 
rect any obvious adjustments the edi- 
tors might make and thus show they 
prefer in all our news. 


With this one, as in all our stories, 
we urged the editors in a separate let- 
ter to “use this copy entirely as you 
see fit.” We always point out, equall) 
sincerely, that we expect to be billed 
for any engraving costs if the enclosed 
glossy print is used. 


Equally friend-making is a follow. 
up monthly “thank you” letter our 
LeTourneau publicity section sends t 
every business paper which has used 
our news in its current issue. 


Some Final Thoughts 


Here’s another “how-to” publicit 
idea. Don’t ever think your nam 
need be on every article you send ou! 
for your company. In the busines 
magazine field in particular, editor 
like the authority embodied in a by 
line bearing the name of a prominen 
department official who handles tha 
particular work. Sure, you may writ 








most of the story, even have to di 
it, paragraph by paragraph, out o 
your expert, but the editor will ap 
preciate the work you have done, you! 
company will appreciate it, your by- 
liner will be mighty. proud of it, ané 
you'll find you’ve even gotten a nic 
sense of satisfaction out of the at 
yourself! 

When in doubt, ask your editor! 


That might well be another axiom “ 
this publicity business. Always > 
certain of your facts, be uthful, 


and, above all, always be able to & 
your conscience, without a twins 
“This is the best publicity 
possible on this particular tssk—" 
everyone concerned!” 


ynaling 


Take time, when possible, to ™ 
get your story approved by the & 


partment manager, executive 
charge, or whoever the <uthortt 
may be. This act will protect Y% 


keep you from pestering the «itor ™ 


the last-minute deadline cop) change 
and from generally losing “t wit 
your particular periodical on *¢ 


story 
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conditioning system), Gas for Summer Air Con- 


ditioning, Heating the Post-war House, and 
Air Sanitation. A wide variety of subjects—but 
virtually all of HEATING and VENTILATING's read- 
ers are interested in all these matters, since the 
various functions of Air Conditioning, Heating, Venti- 


lating and Refrigeration are closely interwoven and 
overlapping. 


Trend Reporting of this type is typical of the alert edi- 
torial policy with which HEATING and VENTILATING 
serves its field month by month. This helpful editorial 
policy, together with complete coverage of the im- 
portant buying factors, combine to make HEATING 
and VENTILATING the preferred medium for reach- 
ing and influencing the men who “have the say’ 
in the design, purchase and installation of Air Condi- 
tioning, Heating, Ventilating, Piping and Refrigeration 
equipment. Read the quick facts at the right, and 
let us tell you more about HEATING and VENTILAT- 


ING's place in your selling picture. HEATING and 
VENTILATING, 148 Lafayette Street, New York 
13, N.Y. 


peg 
‘ 

ee 

- 


e 
SERVES A BIG MARKET 


+... @ market that buys the many millions of. dollars’ 
worth of equipment required for the installation of 
Heating, Ventilating, Air Conditioning, Piping. and Re- 
frigeration systems. In concrete terms: Boilers, radia- 
tors, piping, valves, exhaust systems, unit heaters, con- 
trols, oil burners, stokers, fans and numerous similar 
items. TODAY that market is war-geared: Industrial 
plants (aircraft, ordnance, synthetic rubber, etc.) where 
atmosphere control is needed to facilitate production 

. big military and naval establishments (airports, 
shipbuilding yards, army camps)... millions of tons 
of ships which must be refrigerated for the protection 
of perishable cargoes. TOMORROW—after Victory— 
the market will comprise not only a giant industrial 
machine converted to civilian needs, but also a much 
wider application of atmosphere contro! to public and 
institutional buildings, hotels, hospitals, theaters, offices. 
A major industry with enormous dollar volume and 
great future promise, this market is thoroughly cov- 
ered by HEATING AND VENTILATING. 


REACHES THE MEN “WITH THE SAY” 


... the men who in peacetime specified equipment for 
civilian applications, who now specify for wartime re- 
quirements, who tomorrow will influence purchases for 
post-war installations, some of which are already in the 
blueprint stage. Specifically: Engineers of industrial 
plants; consulting engineers serving those plants; con- 
tractors who install the equipment; large-building engi- 
neers (hotels, hospitals, offices, étc.); government engi- 
‘neers; public utility engineers; and others. Concentrat- 
‘ed coverage of the men who design, specify, buy, install, 
_operate—THE MEN WHO CONTROL THE BUYING 
POWER! : on Po 
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Diesel 


Like wine, the 
market improves with age. 
This is due to the fact that 
Diesels wear out slowly and 
the rate of scrapping is 
only a small fraction of the 
manufacturing rate. 


In running they consume 
supplies of fuel and lubri- 
cating oil. Some_ items, 
such as filter elements, re- 
quire periodical replace- 
ment. Parts of the engines 
wear out, notably piston 
rings, valves, bearings and 
other working parts. Piston 
rings wear faster than do 
bearings. Valves wear out 
faster than cylinder liners, 
but all parts wear. Conse- 
quently as the number of 
engines in service increases 
by the thousand or the hun- 
dred thousand, a great mar- 
ket for consumable items 
is created. As the rate of 
manufacture of Diesels 
creases year by year, the 
volume of the market rolls 
up like a huge 
running down hill. 


snowball 


The only complete A.B.C, 
the market is 
the circulation of our two 
magazines, DIESEL POW- 
ER AND DIESEL TRANS- 
PORTATION and MOTOR. 


coverage of 


SHIP. This blanket cover- 
age is offered at most at- 
tractive combination rates. 


Why buy less than A.B.C. 


coverage of the Diesel 


market. 


DIESEL 
PUBLICATIONS, INC. 


192 LEXINGTON AVENUE 
NEW YORK 16, N.Y. 
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[CONTINUED FROM Pace 48] 


Visualizer Charts 
These officials use them in lectures 
and in training inspectors. 

U. S. ARMY QUARTERMASTER AND 
VETERINARY Corps: A number of 
charts have been furnished to the 
Army for use in schools which it 
conducts for training inspectors of 
food. 


Charts on Other Products 

While the CP Plate Heat Exchanger 
was the product that led to the de- 
velopment of the CP Visualizer Chart, 
we soon extended its use to include 
other equipment. 

For instance, a chart was prepared 
for our Continuous Ice Cream Freezer 
which showed in color just what went 


on in the freezer from the time the 
ice cream mix was pumped into the 
freezing cylinder until it left the 


freezer ready for packaging. 

From this it was a logical step to 
work up a chart on our Fruit Feeder 
which showed the ice cream entering 
the Fruit Feeder, and the actual fruit 
being fed continuously into the frozen 
ice cream. 

Later, more CP Visualizer 
Charts were produced, one covering 
the Multi-Flo Homogenizer and the 


two 


a purely educational chart il- 
the Ref rigera- 


other 
lustrating Ammonia 


tion Cycle. 
Production Data 
The 


size. 


charts are 28x22 inches in 
Before the war they were lam- 
are merely varnished 


The top and 


inated but now 


to protect the surface. 





New Booklet Outlines Proce- 
dure for Market Determina- 
tion 

A booklet recently released by 
the Industrial Marketers of Cleveland, 
| compiled and published under the spon 
sorship of the Postwar Preparations 
Committee, outlines the basic prin 
ciples of market determination. En 


titled “‘How to Find Markets and Influ 


ential Buyers” it comprehensively in 
dexes the available sources for infor 
mation on industrial markets. In effect 


it becomes a guide which tells how t 
start a market study, which should b 
unusually valuable to a great many in 
dustrial advertising men. 

As a prelude, the size of the Amer 
ican market and an indication of th: 
concentration of industrial buying pow 
er is graphically illustrated. 

The booklet was produced as a proj 
ect of this local NIAA chapter and i 
being sold at $1.00 to defray its cost 
Copies can be obtained from the chap- 
ter secretary, W > Leech. G M B 
ford Company, 422 Buildi: 
Cleveland, O 

Although not mentioned as a sourc 
in this booklet, INDUSTRIAL MARKE1 
ING’S Market Data Book Number wi 
be found to contain an abundance « 
data on industrial markets, some 
which is not l uilable fro 
other 


| eader 


, 
readily av 


sources 











the machine was blown-up and _ the 


phantom detail washed in. In 
cases, we start with a drawing in per- 
spective and wash in the entire fin 
ished machine. All charts have been 
reproduced by offset 
charts are packed 
with a special CP Visualizer Chart 
chart in 
will vary 


process. The 


in mailing tubes 


label designating the exact 


the tube. Complete cost 
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a 





FLOW DIAGRAM of 
CP HTST’ PASTEURIZER 














Reproduction of visualizer chart used in bulletin and also made in 
large size for wall mounting. Original chart in full color clearly shows 
the flow principle of a Pasteurizer 


bottom edges are tinned, and eyelet 
hangers provided. Preparation of art- 
work the machine. For 
a photo of 


varies with 


the Continuous Freezer, 
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between $1,000 and $2,000 per c art 
depending upon art treatment, num- 
ber of colors 
story, and the size of the run. 


] . > 
necessary to tel the 
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PUBLISHED BY McGRAW-HILL - 


Here, between the covers of ONE BOOK, the 
men who plan, specify, and requisition electrical 
and allied products now find what they used to 
search for through many catalogs. 


They find the contents of manufacturers’ catalogs 
handily condensed into “Briefalogs.” Simplified 
according to latest standards for reference media, 
these manufacturers’ Briefalogs yield the same 
information as the old-style catalog . . . but with 
new speed and ease for the user! 


The entire front section of E-B-R is filled with 
Briefalogs. Following them is a complete Direc- 
tory of Manufacturers, classified by products . . . 
plus a Company and rade Name Index. Bold- 
face listings in each refer the user to specific 
Briefalog pages. 


Thus through a Briefalog in E-B-R, the manu- 
facturer can put his catalog material into the 
hands of the men who plan, specify, and requisi- 
tion... with greater assurance of reaching all... 
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RE TURNED INTO 


It’s a long haul . . . from the design engineer’s first sketch on 


Ask any McGraw-Hill office for information 





a scratch pad . . . to the production, installation or maintenance 
of electrical apparatus. But there comes that turning point. . . 
that moment when plans, diagrams, and blue-prints are trans- 


lated into orders. That’s where and when you'll find E-B-R in use! 


BRIEFALOGS 


with greater assurance of material being used 
effectively . . . and at less cost! 


The time to arrange for having your catalog 
and sales material translated into an E-B-R Brief- 
alog is now. Closing date for the 1945 edition 
of E-B-R is September 15th. Write for booklet 
and complete information about cost of present- 
ing your 1945 lines this modern way. 


E-B-R is distributed to 


Manufacturing Industrials 

Electrical Utilities 

War Group (Army, Navy and Government 
Officials) 

Electrical Contractors 

Consulting and Constructing Organizations 

Electrical Manufacturers (Product Design 
Engineering Departments) 

Electrical Wholesalers 

Railway Generating Plants and 

Large Electrified Coal Mines 





330 WEST 42nd STREET, NEW YORK 18, N. Y. 














hillion in- 
dividual service 
operations are 
made each year 
through gas 
pumps. 
The SUPER SERVICE 


STATION magazine is the 
No. I hook in this field. 


*Gasoline Pump Mirs. Assn. 


The Irving-Cloud Publishing Co. 


435 N. Mich. Ave. @ Chicago 11, IIL 
Also publishers of JOBBER TOPICS 
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Trends 





A review of conditions within industries which influence indus 
marketing procedure, 


written by editors of business pape 





Gas to Yield New Products 
For Postwar 


Outstanding as an achievement of 
the American oil industry in the pro- 
duction branch, has been the tremen- 
dous increase in production of crude 
oil in the face of drastic reductions 
during, the war of oil well drilling. 
Crude oil production increased from 
4,138,000 barrels per day at the close 
of 1941, to 4,586,000 barrels per day 
at the close of June, 1944, and it is 
is still climbing as need for petroleum 
products in fighting the war increases. 

During that time, due to wartime 
restrictions, drilling fell off at such 
a rate that at this moment the gov- 
ernmental agency handling oil affairs 
is lending every assistance to increase 
drilling this year by 25 per cent over 
last year. 

This falling off in drilling opera- 
tions, which is now in the process of 
being cured, points to heavy increases 
in drilling next year and to a record- 
breaking drilling period as soon as the 
war is over. It is anticipated that 
the demand for crude oil will decline, 
at least temporarily, during the first 
postwar year but that even so it will 
be much greater than it was during 
the year ending with Pearl Harbor. 


Manpower constitutes one of to- 
day’s greatest problems in the oil field, 
but despite this, a new world’s record 
in drilling depth has just been set. 
Tomorrow’s tendencies seem to be 
toward drilling to greater average 
depths. Many manufacturers who 
froze their engineering efforts on oil 
country equipment during the first 
two vears of the war are now study- 
ing improvements for postwar equip- 
ment. 

In the refining branch of the in- 
dustry, the outstanding accomplish- 
ment has been in the field of petro- 
chemistry, through the production of 
tremendous aviation 
gasoline and materials for the manu- 
facture of synthetic rubber. Hun- 
dreds of millions of dollars have been 
spent in plant construction, and the 
industry has had a technical progress 
stimulus during the past three years 
which ordinarily would have con- 


quantities of 


sumed a period of ten to 20 years. 


At this moment one of the most 
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interesting prospects in the indust 
is what is being planned in the wa 
of taking additional products fr 
natural gas. Manufacture of aso! 
from methane is receiving a great & 
of attention. Manufacture of st 
other products is in process, with t 
promise that here the industry 
see, in postwar years, an np 
which may well be compared with t 
wartime development of aviation g: 
line and butadiene.—Ray L. Dupu 
Publisher, The Oil Weekly and 
troleum Refiner. 





Equipment Shortage 
Speeds Reconversion 
in Heating Field 


While some industries are stopp 
on dead center between war produc 
tion and civilian production, an 
portant part of the plumbing 
heating industry already is rec 
verted. 

To offset an estimated coal shortag 
of 35,000,000 tons this winter, and 
a continuing shortage of oil and gi 
for heating, WPB recently announced 
allocations of materials to produc4 
heating controls for approximately 
million buildings. Manufacturers 
such equipment and other heating 
cessories are now hard at work 
ducing at greater than _peacet 
volume. 


The allocations were even great 





than those suggested earlier by 
Domestic Engineering survey, und 
taken at the request of the Ofhce 
Civilian Requirements, which sho 
the need for heating equipment 


save fuel. The survey indicated 
ability of the industry to sell, bet 
cold weather, the following 
of key fuel conservation it 


Barometric Draft Con- 


trols ‘ +7 
Motorized Draft Con- 
trols 77 
Air Valves Be. 5,557 
Damper Regulator Sets 9,5 
6 684 


Radiator Traps 
Limit Controls 2,2 
Room Thermostats 





Outside Controls $6,3 
Qn basic items, such as ers, t 
principal obstacle 1S neith« materi 
nor priority restrictions, bu: the al 
sst, 1944 
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STANDING STILL QA 


A 
CHILTON 
Publication 


With the same amount of effort, judiciously directed, it is frequently 
easier to make valuable progress than it is to run—and get nowhere 
—on the old treadmill of tradition. 


Therefore it would seem that those manufacturers in the automotive 
and aviation industries who have shifted their advertising theme 
from war accomplishments to post-war products are doing them- 


selves definite and constructive good. 


Many far-sighted manufacturers, who have plants to keep busy and 
men to employ after peace comes, have already stepped off the 
treadmill of tradition—and are going places. Scores of them who 
wish to contact their future customers now, have already selected 
AUTOMOTIVE and Aviation INDUSTRIES as their advertising 
medium—and many others are about to do so. It reaches the right 


people, at the right time. 


AUTOMOTIVE and Aviation MDNSTRIto 


INDU 


Chestnut and 56th Streets, Philadelphia 39, Penna. 
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ity Of manutacturers to Curn Out 


civilian products while maintaining 


direct war work. 


Che trend in plumbing is in the di- 
rection of better equipment, as well 
Return to prewar ma- 
terials has been authorized in many 


as more of it. 


instances. 


The postwar urban market for 
plumbing equipment is an attractive 
one, when replacement, modernization 
and new construction needs are con- 
But just as important, in the 


Engineering, is 


sidered. 
opinion of Domesti 
the market “beyond the water mains.”’ 
Electric water systems manufacturers 
500,000 


expect to produce and sell 


units annually post war. since the 
electric water system is the basis for 
farm plumbing and heating, the rural 
market bathrooms, 


kitchens, laundries, etc., may be ex- 


potential for 


pected to expand at the rate of one- 
half million each year. 

The before-mentioned survey (every 
manufacturer, wholesaler and contrac 
tor-dealer was queried) also revealed 
a tremendous replacement market for 
both plumbing and heating which can 
not possibly be saturated during the 
war. It was shown, for example, that 
a present market exists tor 356,922 
cast iron boilers, 124,387 oil burners 
ind 187,26 


stokers. 


large and medium-sized 


In addition isa tremendous volume 
of home modernization and new con 
struction which authorities generally 
expect to be large. 
huge po- 


Notwithstanding these 


tential markets, the plumbing and 
heating industry considers selling as 
postwar planning project No. 1. For 
only through more aggressive selling, 
the industry realizes, can a basis for 
industry prosperity be 


permanent 
Carson, Publisher, 


achieved. —O. T. 
Domestic Engineering. 





Buchanan Adds Two 


lan es ] Maloney ormer vi e-president 
f Donahue & Coe, New York agency, 
has joined the executive staff of Buchanan 
& Company, Inc., New York 

Marjorie Hyndman, also previously con 
nected with Donahue & Coe in the ca 
pacity of account executive and copy 


writer, has resigned to join Buchanan 


Hiller Joins Agency 


Glenn B. Hiller has joined the staff of 
Brooke, Smith, French & Dorrance, Inc 
Detroit and New York agency He lor 


eriy headed Ni wi 


Hayes to U. S. Gypsum 


Harold Hayes has resigned from Ful 
ton Morrisey agency to take a positior 
1 § 


the advertising de partment of | 


Gypsum Both are Chicago 


organizath ns 


Sevelcoal ® 


PRINTING PAPERS 


Distributed by 


ALABAMA 
Birmingham 


ARIZONA 
Phoenix 
Tucson 


ARKANSAS 
Little Rock 


CALIFORNIA 
Eureka 
Fresno 
Los Angeles 
Oakland 
Redding 
Sacramento 
San Diego 
San Francisco 
San Jose 
Stockton 


Sloan Paper Company 


Zellerbach Paper Company 


Arkansas Paper Company 


Zellerbach Paper Company 


ea eseeoet 
eeeereee 
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COLORADO 
Denver Carpenter Paper Company 
Pueblo : = - 
CONNECTICUT 


The Rourke-Eno Paper Co., Inc 
Bulkley, Dunton & Co 


Hartford 
New Haven 


DISTRICT OF COLUMBIA 
Washington Barton, Duer & Koch Paper Co 


FLORIDA 

Jacksonville Knight Brothers Paper Company 

Miami ss . . 

Orlando 4 

lallahassec - 

lampa » - ” 
GEORGIA 

Atlanta Sloan Paper Company 
IDAHO 

Boise Zellerbach Paper Company 
ILLINOIS 

Chicago Berkshire Papers, Inc 

Chicago Chicago Paper Company 

Chicago Zellerbach Paper Company 

Springfield Capital City Paper Company 
INDIANA 

Indianapolis Crescent Paper Company 
IOWA 


Des Moines 


Carpenter Paper Company 
Sioux City 3 


KANSAS 

Topeka Carpenter Paper Company 

Wichita Western Newspaper Union 
KENTUCKY 

Louisville rhe Chatfield Paper Corp 
LOUISIANA 


Baton Rouge Louisiana Paper Co., Ltd 
New Orleans The D and W Paper Co 


Shreveport Louisiana Paper Co., Ltd 


MARYLAND 


Baltimore 


MASSACHUSETTS 
Boston 
Worcester 


Baltimore Paper Company, Inc 


Carter, Rice & Company Corp 
Charles A. Esty Paper Company 


MICHIGAN 
Detroit Seaman-Patrick Paper Co 
Grand Rapids Carpenter Paper Company 
MINNESOTA 


Duluth John Boshart Paper Company 
Minneapolis Stilwell-Minneapolis Paper Co 
St. Paul E. J. Sulwell Paper Co 


MISSOURI 
Kansas City Carpenter Paper Company 
St. Louis Beacon Paper Company 
St. Louis .Shaughnessy-Kniep-Hawe Paper Co 
St. Lou Tobey Fine Papers, Inc 


MONTANA 
Billings 
Great Falls 


NEBRASKA 
Lincoln 
Omaha 


NEVADA 
Reno 


NEW JERSEY 
Newark 

NEW MEXICO 
Albuquerque 


NEW YORK 
Albany 
Brooklyn 
Buffalo 
Buffalo 
New York 
New York 
New York 
New York 
New York 
New York 
New York 
Rochester 
Syracuse 
Troy 


NORTH CAROLINA 


Charlotte 
Greensboro 


NORTH DAKOTA 


Fargo 
OHIO 
Cincinnati 
Cleveland 
Columbus 
Toledo 






A PROOUCT OF 


Kimberly 
Clark 


RESEARCH ece 





Carpenter Paper Compar 
Carpenter Paper Compar 


Zellerbach Paper Compar 
J. E. Linde Paper Compar 
Carpenter Paper Compa: 


Hudson Valley Paper Company 
Price & Son, Ir 
Paper Service, Ir 

Union Paper & Twine Co., In 
Baldwin Paper Company, I 
Bulkley, Dunton & ¢ 

The Canfield Paper C: 
Forest Paper Company, Ir 

J. E. Linde Paper Company 

A. Price & Son, In 

Royal Paper Corporatio: 
Paper Service, Ir 
Paper Service, I) 
Troy Paper Corporat 


Dillard Paper Company 


Western Newspaper Ur 


he Chatfield Paper Corp 

The Petrequin Paper Company 
The Scioto Paper Company 

The Ohio & Michigan Paper Co 


OKLAHOMA 
Oklahoma City Carpenter Paper Company 
Tulsa Tayloe Paper Company of Oklahoma 
OREGON 


Eugene 
Portland 


PENNSYLVANIA 


Philadel phia 
Philadelphia 
Pittsburgh 


RHODE ISLAND 


Providence 


SOUTH CAROLINA 


Greenville 


TENNESSEE 
Chattanooga 
Jackson 
Knoxville 
Memphis 
Nashville 


TEXAS 
Austin 
Dallas 
Port Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 


UTAH 


Salt Lake City 


VIRGINIA 
Richmond 


WASHINGTON 
Seattle 
Spokane 
Walla Walla 
Yakima 

WISCONSIN 
Milwaukee 


Zellerbach Paper Com; 


Paper Merchants, I: 
D. L. Ward Con 


The Chatfield & Woods Co. of Pa 


Carter, Rice & Company Corp 
Dillard Paper Company 


Bond-Sanders Paper Co 
Carroll Paper Com 
Southern Paper Con 
Tayloe Paper Company 
Bond-Sanders Paper ( 
Carpenter Paper Compan) 


L. S. Bosworth Co_ Ine 
Carpenter Paper Company 


Zellerbach Paper Cor 
Cauthorne Paper Co 
Zellerbach Paper Cor 


The Bouer Paper 


KIMBERLY-CLARK CORPORATION 


Established 1872 «+ 
Chicago: 8 S. Michigan Ave. 


New York: 122 E. 42nd St. + 


Neenah, Wisconsin 


Los Angeles: 510 W. ©'h St 
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lt takes tons 
of PAPER to produce 
and refine oil 











A black flood of oil, five million barrels of it, must daily quench 
itanic thirst of the Allied war machine and industry... Paper 
es this possible. 

on paper are recorded man-made earthquakes, which wrest 


from Earth the secrets of its petroleum treasures. And paper pressure 
a low charts do sentry duty over oil pipe lines, guard against 
leaks. 


neans of paper graphs, petroleum is steered on its complicated 

through the refinery—from the crude oil stage to high-test 

C 

paper is an essentiality, the busy servant of the petroleum 
ry. Millions of pounds of paper annually aid in the production 
of petroleum for our armed forces. 


— 








KIMBERLY 
CLARK 


CORPORATION 


NEENAH, WISCONSIN 





(f? 
< I evelcoal PRINTING PAPERS 


Kimberly 
conserving America’s critical resources in every way possible | Clark 
rly-Clark is producing the finest quality Levelcoat Printing Papers \\\ neseance 
in be made under wartime limitations RADE MARK \ 
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PRODUCT OF 


| 


SAVE WASTE PAPER —Paper 
is one of the nation’s most critical 
materials. Help alleviate the paper 
shortage by making full use of each 
piece and by having all your waste 
paper collected regularly 





——-— —— —~ theta ~esemthedlll 
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Intimate word sketches of women active 


pega M. Suarez got herself a 
job as stenographer and translator 
of Spanish at the Philadelphia Quartz 
Company in Philadelphia as soon as 


she finished high gong At night 
she studied advertising t Temple Uni- 
versity and the a on Morris Price 


School of Advertising. 


The Philadelphia Quartz Company 


had no advertising department or 
planned prog im at that time, but her 
work at school soon came to the at 


tention of some of the executives of 


her company who were quick to see 


that she was a decided asset. 





Frances M. Suarez 


Advertising Manager 


Philadelphia Quartz Company, Philadelphia 


The next part of the story is best 
told in the words of Frances’ chief 
in the presentation letter for the 


Josephine Snapp Award sponsored an 


nually by the Women’s 


Club of Chicago: 


Advertising 


“She was really responsible for 


teaching us how to expand our adver- 
tising profitably,:and when our ad 
vertising department 
1926, she 


of Miss Suarez’s most profitable Te 


was set up in 


was made manager. One 


complishments is shown by the way 


in which she has been able to com 


pose vernacular copy on tec hnic al 


products and processes.” 
presentation, she won 


Josephine 


Based on the 


honorable mention in the 


128 


ae Industrial Advertising 


in industria! advertising and marketing 


By HENRIETTA V. STERN 


Snapp Award Contest for outstandinfi 
aachievement during 1938. 

to see why Frances 
“compose vernacular 


products.” She 


It’s quite easy 
Suarez is able to 
copy on_ technical 
has a very happy combination of 
humor and seriousness in just the 
right proportions 2o make a technical 
subject interesting by giving it a light 
touch. As an example of this, see 
some of the advertising she has done 
and the laundry indus- 
It’s successful, too. 


to the food 
trics. 


The light touch doesn’t mean that 


she doesn’t know her _ products. 
(You'll find her in the “Chemical 
Who’s Who,” Vol. II-1937.) Copy 
has to be tailor-made for each audi- 


ence when you're advertising silicates 


of soda to a number of industries. 


The entire advertising 
the Philadelphia Quartz Company in- 
direct mail, 
and distribu- 
Miss Suarez 
trade 


g program for 


cludes space advertising, 


house organs, manuals, 
tor conference displays. 
has created a number of the 
names that the company uses; one of 
the most popular is “Metso” for a line 
of cleaners. 

Trips to most of the important 
business centers of the United States, 
Mexico, and Cuba are an im- 
part of the job for Frances. 
She really finds out where and how 
Philadelphia Quartz products are used. 


advertising man- 


Canada, 
porta nt 


She’s no arm-chair 
ager. 

Some of the more technical parts 
of the advertising program include the 
bulletins for special industries. A few 
of them are shown here. As one of 
the executives of her company has 
said, “Her text has been able to stand 
the vigorous criticism of her technical 
colleagues who share the ancient tra- 
dition of truth and moderation.” 

Frances Suarez is a member of the 
Philadelphia Club of Advertising 
Women and has served as its secretary 
and director. For the past 17 years 
she has lectured in the club’s adver- 
young women 
has been on the radio in 
on “Advertising Career Interviews.” 
She is a American 
Marketing was 

(Continued on page 


tising course for and 


their series 


member of the 
Association, and she 


144) 


Miss Suarez's piquant humor accounts for 
the success of these unusual advertisements 





PQ SILICATES 


owiirre 4 


PHILADELPHIA QUARTZ COMPANY 


 ncieinensn:ticielieeliiee: deinen ttieniaiads chee 


Deftly designed booklet containing some 


“vernacular copy on technical 


PHILADELPHIA 





OF SODA 


Pa 


subjects 


LALNDE) 


“All-Suarez" achievement—creatir 
uct's trade name and creating its 
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FACTS! 


Industrial Equipment News is 





industry's original 


roduct news and 





nformation service. 
ts for 


ments 


ts regular monthly receipt 
as been requested by more 
han 50,000 active operating 
en in the larger 


plants in all industries. 





It is used by most in that 
group to find their 
kurrent operating 


vA requirements. 


It is currently used by more than 


700 industrial advertisers 


some 
biects 


to provide factual information 
on-their products 
where and when product information 


iS look é rd for. 


‘tandard advertising representation 
Costs only $79 to $85 per issue . 
or complete information, write 


lor “The LIEN Plan.” 








5 prod: taht 
notion 461 Eighth Avenue 
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INDUSTRIAL EQUIPMENT NEWS 


What's New - EQUIPMENT. PARTS - MATERIALS 











INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
New York |, N. 





¥. 
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[CONTINUED FROM PaGe 38] 


Sales Manuals 
you 


Nevertheless, : 
worth while to 


trade’s language. 


will find it decidedly 


submit the several portions of your 


manual to critical examination on this 


point by your most competent sales- 


men. 


FREE! Increase reader- 
e ship of your ads 


LIFE-like EYE*CATCH 


with 





ER photos. Used by biggest 
uivertisers. Nothing like them 
anywhere. 100 new subjects 

ynthly Mat or Glossy Print 
plan $5 month. Write for new 
FREE proofs No. 107. No ob 
igations EYE*CATCHERS, 
I 10 E. 38 St., New York 16 


For Authoritative 
Technical Articles — 


ARCHITECTURAL MEN 
Read . . 


Pencil Points 


The Magazine of Architecture 








Thus far we have discussed the 
composition of the manual’s factual 
section. So let us deal now with the 
problem of instruction in strictly 
technical matters. 

The amount of technical instruc- 
tion given a salesman should be pro- 
portioned to the actual requirements 
of the particular job. To give too 
little is to weaken his effectiveness; to 
give too much is to risk spoiling a 
prospectively good salesman, and to 
make of him something altogether dif- 
ferent: a what 
have you. 


service engineer or 

There is danger of doing that if -the 
whole problem of technical training 
is handed over to the technical men 
in the organization. This is fre- 
quently unfortunate, for not all tech- 
nicians are sufhciently articulate or 
able to teach what they themselves 
may know very well. 

Nor are they always sufhciently 
removed from their professional preju- 
dices to define the precise limits of 
the technical knowledge needful to a 
salesman. Moreover, to entrust tech- 
nical training to technicians is to 
forego the opportunity of developing 
the sales angles in the technical story 
—and the sales angle must never be 
subordinated during an initial train- 
ing program. 





There’s an old axiom: “When there’s man’s work 


to be done never send a boy.” 


Remember this in 


planning your campaign for postwar sales in 


Illinois-Indiana-Ohio. 


_ And remember this, too—Construction Digest 
is Just the mansize medium you need to do a man- 


size job in this “Always Good Market” 


. . be- 


cause the 7,500 contractors, engineers and public 
works officials who regularly read Construction 
Digest constitute the bona fide buying power in 


this rich tri-state market. 


That’s why a regular 


schedule NOW in Construction Digest will pay 


tat postwar dividends. 


ONSTRUCTION 


illinois 
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Indiana Ohio Public Work 


Ce) oy 


Indianapolis 
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Keep Training in Hands of Experts 


In discussing sources of data for the 
manual I suggested that the prelimi- 
nary writing for the technical por. 
tions be assigned to technical special 
ists. I also indicated that new men 
were much impressed by the author. 
ity of competent technicians. But 
those are altogether different matters 
than planning and executing a tech- 
nical training program. These latter 
are quite properly functions of the 











sales manager or training specialist, 
whose approach is at all times from 
the sales point of view. 

Of course you will want the head 
of the technical departments to speak 
about their specialties to the trainees, 


primarily to instill confidence in thf 


technical background of the product, 


and only secondarily for information} 


just as you will want the new men 
to visit, not to “live in,” the labor- 
tories, the engineering departments, 
the factory, and the inspection rooms. 


No "Frosting" Needed 


But all that is trimming, not th 
core of the matter, which is: 

1. Technical training shall be rig- 
orously restricted to what the men 
will actually use in their work. 
2. It should be slanted toward the 
service functions rather than scien- 
tific or structural knowledge. 

3. Its language should be that of 
the market place or the shop, not of 
the laboratory. 

Now, in making up your subject 
outline for this part of your manua 
you will have determined the scope o 
the technical instruction you propos 
to impart. You will at the same time 
have decided whether shop experience 
will make any material contribution 
to the effectiveness of the trainees 
work, and if it does you will have 
to incorporate your shop manuals and 
shop practice into the training pr 
gram. 


Streamlined Instruction 


Whatever the training problem ma) 
be, you have at your disposal speedier 
and more effective techniques than 
were familiar to your predecessors 0 
not too many years ago. This hs 
followed from application of the pre 
duction engineering approach to the 
shaping of human skills. The sme 
consuming traditional trappings, the 
wastefully stretched appre: iceships 


inefficient routines, and a lot of myst 
hocus-pocus in training o! teaching 
have been thrown overboard 

The new idea in training simple 
For instance, in the case of « mechan- 
ical job, the task is first ined; 1 


(Continued on page \++4) 
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—And “Aviation Publications” Edited for 
Manufacturing, Design, or Production 
Executives Cannot and Do Not Interest 
Him. Read why: 





Arn t war there will be a slump 
LX in raft manufacture and pro- 
luctio he mammoth global war fa- 
cilitic not be kept busy with peace- 
ume de nd, 

. 7 } 

And w that day comes, the man re- 
spons r aircraft and airport main- 
tenanc d operations will come into 
ls OWT 

He is t 


a r Man of aviation today. No 
natter many aircraft come off the 
ines could not fly without 


im. 

EX AM In 1943, under wartime 
pressur i with 50% of its fleet sold 
te Government, United Air 
oe " ry er 11 million mail ton miles, 


oa n express ton miles, over 


oanial m venue-passenger miles... 
oe fic volume in its history. 

near 6 es had to fly. 

Who k , ‘ 

a em in the air? The manu- 

wer? es executive? Plant man- 

man? engineer? Production 

oper: aircraft maintenance and 
‘ ~. en did the job. And the 

What ¢) ng today is as nothing to 


—— e doing after the war. 
— oe what trained technicians 


INDUST 


yeh STA 


these men have under them? Don’t 
think of them as “mechanics”—they pass 
stiff examinations to qualify. A typical 
airline plane gets a No. 1 check of ~ 
operations at every 1% hours of flight; 
No. 2 check of 167 operations at weary 
50 hours of flight; a No. 3 check of 96 
operations at every 125 hours of flight; 
then at 725 hours, the plane is com- 
pletely taken down and rebuilt. And the 
maintenance men do it all. Maintenance 
engineers and superintendents must 
employ the most highly skilled techni- 
cians known to industry. They are a 
separate industry within an industry. 
After the war, commercial aviation will 
expand manifold. The men responsible 
for maintenance and operations will be 
tremendously increased both in number 
and in responsibility. 

And that’s only the commercial side. 
Charles Stanton, C.A.A. administrator 
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ANOTHER CONOVER-MAST 
833 North Michigan Ave., Chicago 1; 
& Co., West Coast Representative, Mills 


Building, Los Angeles 13 
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PUBLICATION. 
Leader Building, Cleveland 14; 


Building, San Francisco 4, Pershing Square 





predicts 500,000 private aircraft after 
the war—an increase of 20 times over 
pre-Pearl Harbor. To even start to han- 
dle the tremendous increase in private 
plane flying will require immediately 
more than double the pre-war number 
of existing airports and fixed base op- 
eration facilities. It takes a specialized 
publication, edited exclusively for this 
group, to interest the men who keep ’em 
flying. These same men are the men who 
buy, order, specify what you sell. These 
men, and these men alone, are the men 
for whom Aviation Maintenance is 
edited and distributed. 

So great was the need for Aviation 
Maintenance, that with its first issue it 
established the all-time record for ad 
vertising space in a new trade publica 
tion. And today, only a few issues later, 
space is almost sold out. Get Aviation 
Maintenance on your schedule, now. 


* * 


205 East 42nd St., New York 17 
; A. Scott 
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Advertising Volume for July Issues of Business Papers 





Unless otherwise noted, all publications are monthlies and have standard 7x10 type page 
Pages Pages 
industrial Group 1944 1943 1944 1943 1944 19 
\ero Digest (semi-mo)) 150 383 Oil & Gas Journal (wW)..... Mi bet t *§1366 Sheet Metal Worker...... : *5: * 
\ir Conditioning & Refrig- OF WrOORIy CW) occ ccc cucces . $226 *146 Southern Automotive Jour- 
eration News (w) (11%x A ee A ae ae 77 { 
16) ‘ 49 +25 Paper Industry & Paper Southern Hardware ........ 53 
- » - - - 4 
American Aviation (bi-w) 110 93 World er $1 67 Sporting Goods Dealer .... 49 4 
American Builder 72 53 Paper Mill News (w)...... *|%94 *t73 Syndicate Store Merchan- 
The American City . 80 57 Paper Trade Journal (w).. *{130 *$103 diser (444x656) ........... 10 7 
American Machinist (bi-w) 542 526 Pencil Points oe 61 37 E 
Architectural Forum 119 70 Petroleum Engineer ....... §e264 §@207 Underwear and Hosiery Re- 
Architectural Record 99 73 Petroleum Refiner ~........ 194 165 MT Un die Gis GO ohccccceces 15 g 
Automotive & Aviation In- ye £0 7. ear aere *§125 *§102 4 
dustries (bi-w) l 240 , . ©. eee = a 253 237 Wholesaler’s Salesman 54 
Aviation 97 335 Power Plant Engineering. 142 106 i —— - 
Bakers’ Helper (e¢.0.w.) +141 79 Practical Builder (10%x15). 20 12 Pe ee 20 2 } 
Printing ndese6bnvdeedeo 44 37 
Brick & Clay Record *2: *20 Product Engineering ..... *342 *265 Export Group 
Bus Transportation 12s 92 Products Finishing (444x644) 57 3 American Automobile (Over- 
™ Si an PUPCRAGINGE ...ccsicsessecces 254 201 seas Edition) 
1 Canner (w) $96 "Sti : - a ee O80 - . 
: + > > : ‘ d rice MIPOEUOE .cccccce 29% 18 
Ceramic Industry +s *39 *30 Railway Age (w)..... + 92 =20 oe | po 
Chemical & Engineering Railway Purchases & Stores 166 96 Z ew 2 ** 
News o69 58 Roads & Streets 81 53 % ' ~. : (bi 
Chemical & Metallurgical soaks Denimete ; pe 64 59 Caminos & Calles (bi-mo) 
Engineering l =8. Southern Power & Industry 11% 93 * a nasntio 
Chemical Industrie 9 78 Steel (w) ot $517 396 Farmaceutico ............. = 
Civil Engineering r ; Supervision 25 15 Hacienda (two editions) oF 
(oa! Age 113 ; 
Construction Digest (bi-w) 8] i Telephone Engineer *41 38 ss a 
‘onstruction Methods (9x12) 124 10 Telephony (w) .*/t100 *T96 a ae raactonal 
Contractor & Engineer: Textile World 135 111 Ingenieria Internacional _ 
_Monthly (9%x14) a Timberman ........ ere il 54 industria ......... 1 
Cottor 130 127 Tool & Die Journal (44x 
74) vee 180 16:3 Petroleo Inter ic bi 
- ; . - 2) «+: S S rle« eramericano (bi- 
Diesel Progress (S42x11) 8 5 Tool Engineer ..... 170 171 mo) “se acacia 12 
Ele tric Light & Power 22 70 Water Works Engineering Revista Aerea Latino 
Electrical Contracting 108 ‘8 CRUD ccsnntudpeuccaceen’ 44 40 America { 
Mectrical South 36 : Water Works & Sewerage.. 42 39 a 
Mlectrical West °56 246 Welding Engineer ......... 77 65 Spanish Oral Hygiene (4 5/16 
Electrical World (w) 240 214 Western Construction News 105 78 “i. ay 
Electronics . %282 192 Wood Worker ............. 56 49 
Engineering & Mining Jour Woodworking Digest (4%x Total a - 
nal + 110 102 6%) ee, ae eo 83 oi ga natalia 
engineering News - Record " cciindy)  simamaailed 
(w) 298 355 aac: 15,300 12,969 Class Group 
Factory Management & Advertising Age (w) (10%x 
Maintenance . ; *7280 Trade Group aoe m couse. : Di eeeee . - 
Fire Kngineering ts 32 : = a - American rFunera irector. Ss 
Food Industries 147 124 yard ee ae teeeeee 112 na American Restaurant 
The Foundry 185 149 amercan Tugs" 5 
. Bankers’ Monthly 0) 
(jas 29 7 Boot «& Shoe Recordet E 
Gas Age (bi-w) *i5e *48 (semi-mo) stenes *115 *90 D and W Rg 
: ; ; Building Supply News 7 39 
a Piping & Air Con 19 oe ; Hospital Management 
Gitroning 7 { Chain Store Age Hotel Management aed 
Heating & Ventilating 64 4 Administration Edition Hotel World-Review (w) 
industrial & Engineering R. ae gg rey 4 10 (9%4 x14) ‘ . 
(Chemistry (two editions) i 131 Druggist ~ ition a 3 2 ’ . ’ 
Industrial Finishing (4% x Fountain testaurant see 2 Industrial Marketing 
6%) 6 55 General Merchandise Va- P. . 
industry and Power 136 122 riety Store | Editions 8195 am, Medical Economics (44 x6%) i 
Iron Age (w) * 167 *t712 Grocery Editions $135 $11 Modern Beauty Shop ; 
Commercial Car Journal 171 148 Modern Hospital 
Laundry Age mi-n S/ *49 
Machine Desis 23( 187 Domestic Engineering 118 u Nation's School OF 
Machine Tool & Book Electrical Merchandising cuDs : zar 1 
(4%) x6% 149 * (9x12) Ler °71 ' Ceppgetene Hazards (444x SP 
Machinery 4 j 72 12-29 wa Ss 4 oe a 
. ; : Oral Hygiene (4 5/16x7 3/16) 
Manufacturers Record | " : Farm Implement News (bi- an 20g 
ta ~ aa 7s = Srey - Ww) $121 st Restaurant Management A» 
ping < view Pt ‘ Gever's Topi ws 6 aks 
+ Net oper i Et in ring 1 78 Glass Digest " 11 Scholastic Coach x SEW 
. oa om , . - :, . aT § 45( School Management (9%%x annu 
ardware Age (bi-w) $58 $450 : . 
Metal Finishing 17 62 Te 11%) Asso 
Meta Prowre 161 169 jewelers’ Circular—The Key- a . — will 
Metals and All 182 154 stone 158 ) craic World (w ect 
Mill & Factor S2 245 . +a 1. — 
Mill Supplie 91 157 Men’s Apparel Reporter (9 rotal 
1 lg a ae SERS - 9 x115%) e142 M1 Over 
otor 9 I . 
Modern Machine Shop (44x ~ - . os = 5 *Includes classified advertis oe ee tion 
>) - 2 adie = ‘ issue estimated SIncludes Spe ul any print 
Modern 1 ‘ “3 * NJ (National Jeweler) (5% x tFive issues. +Three issues 2 * doll 
Mods Plast *1lot *102 7%) 208 125 sues eTwo issues A Estab nee par Olla 
, tan . ait 2 tember, 1943 x Not publis duri's : 
Natle i Kottlers’ Gazette 106 84 Office A\ppliar ce (6 5/6x10) lt SNS — and August This 
Nationa Petroleun New . Ss ey - N 
w) 104 71 Plumbing & Heating Jour Note The above figures n é" EE 
Nat PY iw a4 10 ni 2 1% quoted or re produced without _ and I 
the 
% Ahead of L Y 
July Volume 23.7% Ahead of Last Year 
Page Pag om 
JULY 1944 1943 Gain Gain SEVEN MONTHS 1944 1943 Ga “> 
eerie 500 > 969 331 18.0 Industrial 104,910 86,118 18 42 
rade 206 2,317 889 38.4 Trade 19,184 : o re” 
ixport 968 576 392 68.1 0, rer 6,247 “ - , 
‘ass 1,387 1.006 S81 37.9 Class 9,782 - WATER 
~ ” ra ga ? 
Grand Tota 20,861 16,868 3,993 23.7 Grand Total 140,123 110,714 29, . ELEce 
; : 2 eae . " have 
Corrections on June figures—Restauvrant Management: First sic months of 1944 should have _been 311. Baker’s Helper uld 
been designated as having special issues. Paper Mill News: June, 1944, should have been 591 
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MILLIONS 


OF DOLLARS OF SANITATION EQUIPMENT 
SPECIFIED BY MUNICIPALITIES 


An utstanding feature of the October issue of 
SEWAGE WORKS ENGINEERING, featuring the 
annual Conference of the Federation of Sewage Works 
Associations to be held in Pittsburgh, October 12-14, 


will be a survey of proposed postwar sanitation proj- 
ects covering the forty-eight states. 

Over 400 million of postwar construction and opera- 
tion have already been planned and are in the “blue 
print ge. The final total will be well over 1 billion 
dollars 

This ¢ »ber issue of SEWAGE WORKS ENGI- 


NEERING is designed to help further the thinking 
and planning of the nation’s sewage works officials in 
the development of adequate sanitation facilities 








ARE BEING 
THROUGHOUT THE COUNTRY 


wherever they may be needed throughout the country. 
SEWAGE WORKS ENGINEERING is the only in- 
dependent publication edited exclusively to serve this 
vital field! 


Your advertising in the October Federation Number 
will reach the key buyers of this profitable market— 
whether they attend the convention or remain on the 
job at home. Dollar for dollar, there is no more 
economical means of securing your share of postwar 
sanitation business than through the advertising pages 
of SEWAGE WORKS ENGINEERING. 


The closing date for the October Federation Number 
is Sept. 22. Write for complete details today! 


SEWAGE WORKS ENGINEERING 








A CASE-SHEPPERD-MANN 









A tblishers of 
WATER WO PKS ENGINEERING PUBLICATION a gre 7 _— 
- FIRE <NGINEERING “Specials: ip” sii dae 
. MAY NS \ WOO . ~S WAN SY 
DUSTRIA 
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KEEP ON THE COURSE 





The main channel of present and 
future profits is marked “all the 
way” by PIT AND QUARRY, the 
guiding paper in the nonmetallic- 
minerals field. 

It consistently leads in reader pref- 
erence—a preference that is certain 
to be increased by the recent en- 
largement of its editorial staff—in 
producer circulation, in plant cov- 
erage and in ad- 
vertising volume. 


Write for a free 
market survey 
of your products 


PIT and QUARRY 


907 Rand McNally Bidg., Chicago 5, Mil. 















[CONTINUED FROM PaGE 44] 


Wartime Manuals 


be put back into fighting shape even 
without the aid of skilled specialists. 


Great Postwar Possibilities 


What about the postwar potentiali- 
ties of this development? What will 
be the value to private industry after 
the war? How will these visual aids 
help in both the sale and use of mer- 
chandise and in the maintenance of 
products? 

For one thing, when commercial 
business is again resumed, facilities 
for proper maintenance of equipment 
will undoubtedly be one of the big- 
gest problems facing industry. An 
indispensable aspect of the mainte- 
nance program will be the distribution 
of organized tailor-made information 
for potential purchasers of manufac- 
tured goods. Keen postwar competi- 
tion will demand instantly accessible, 
quickly-grasped information—which 
means complete and concise shop man- 
uals and parts catalogs. 

Under today’s conditions service 
manuals are proving of great use to 
manufacturers’ maintenance men, and, 
more important still, to the distribu- 
tors and dealers and their mainte- 
nance men. Foremen, superintend- 


put your 


RINTING ? 


We've been printing publications ever since the turn of the cen- 
tury and have served many publishers in those many years. 


That speaks volumes. For if there’s one group that knows 
printing, it is the keen-minded publisher-editors. Of necessity 
we ve had to keep “in the know.” Which leads to this thought: 


Turning out well printed publications at reasonable prices, 


year in and year out, is habit forming . . 


. and every new pub- 


lisher-client benefits from this deeply-grooved WNU habit. 


Like to know more about us? A WNU man will tell vou any- 
thing you wish to know, whenever it suits your convenience. 























WESTERN NEWSPAPER UNION 


HAYmarket 6100 * 210 SOUTH DESPLAINES STREET 
Chicago 6, Iinois 
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ents, stock chasers, assembly men , 
expeditors all find them uscful 
“refreshers” on countless assembif 
Service manuals that give comp 
descriptions and pictorial represen 
tions of products and parts are ; 
proving of great use to sales dep, 
ments of manufacturers, distributg 
and dealers. In the case of heavy d 
equipment where the ultimate y 
maintains his own repair or main 
nance department, such as a mac 
shop that is called upon to servi 
maintain, and repair milling machir 
turret lathes, etc., maintenance 
can function much more efficien 
with easily interpreted service manu 


Manuals Will Speed Up Productio 


War’s end will mean that explod 
view layouts in shop manuals and pi 
catalogs will be available to « 
department of all industrial org 
izations—sales forces, purchasing 
partments, expediting and product 
groups, for use in speeding up pr 
duction, procurement, handling, 
maintenance of stock. Stemmigf 
from this, extension of their use 1 
affect the building of homes, the 
sembling of prefabricated build 
and structures, and the repairing 
complex machines, automobiles, ca 
eras, ad infinitum. 

When you realize that ail 
drawings, with parts laid out in @phjact , 
ploded form, enable a veritable greq 
horn to identify the component pa 
of an assembly, and to visualize he ¢qy 
running operation, it is clear that u 
dreamed of possibilities are inhere 
in these streamlined service mano, , 
and visual training aids. ; 


Problems Great in Earlier War Peri 


When Pearl Harbor posed the pro 
lem of training inexperienced work@g bay 
for mechanical and precision % 
both in war plants and on fight 
fronts, the variation in types of ma 
uals was baffling. Some were 9 To T) 
as far as they went, but quite incom, 4. 
plete for Uncle Sam’s use. Bes 
being long-winded and_ ineffectua 
illustrated, they created confusigput becs 
through lack of standardization. Ble an o 

But there’s no time during 2 “Hit. An 
to resolve such differences. The 4 
for standardized manuals in *™ 
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and repair depots became so immedg But T, 
ate and so insistent that 2 bettet Me war. 
tem had to be devised in a hur 
G. I. Joe overseas repairing 2 )*? 
the ground crewman fixing UP ' 
Flying Fortress couldn’t wait. Tx 
problem was—Time! [| was * 
realized that immediate standard! 
tion was the only answ NEWS B 
Most important of all, curate 
easily understood instri cons “RARE y 
greatly expedite the ms ufactul 
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He closed his eyes and 
pictured the black 


mud. He visioned wet 





uring igbts mt a fox bole. He saw ex 
eS; Busted men stumbling through 
beat fields or trying to sleep against 


it in Bhlast of artillery and aerial attack. 
le greq 
ent pa 
ualize fhe same clothes week after week, 
} tT 1 
tnat v 


len unshaven, unbathed, living in 





inher @ring the same G. J. socks until 

manihey rotted off. Hungry men 
Beaming of bot stew they cannot 

ar Peri ; 

pe to have. Fighting men, wield 

tne pr - 


| work@td bayonets and dodging death 
on ts 


figh 

ot m2 

ere 008 To J Kelly, copy reader on the 

> im... . » ° 

e Bes re desk of The News, the picture 
NM 

fectule® Sharp and clear. It wasn’t pretty. 

conf t bec Tom wasn’t in it, he felt 

tion. = Bike an in—a restless old man of 

Tne oS ity. An was fighting its toughest 

_ an vas sitting it out. 


daily stint has its place in 


helping to write the war 


NEWS BUILDING, New York 17 * TRIBUNE TOWER, Chicago 11 + 155 MONTGOMERY ST., San Francisco 4 


urate 


“MRE Your pusuic RELATIONS PUBLIC or private? 
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ust, | 





= restless old man 


= = at VN 


oO cve 


THE 


story for many million men and women. 
For the mothers and fathers whose 
sons are fighting. For sisters and sweet- 
hearts and small brothers who read 
with pride and fear and hope the flashes 
of history their heroes are making. 

Tom is doing a job for the war. And 
he is doing a job for you. He is helping 
to make it possible for you to tell your 
story to millions in one medium at one 
low cost. 

In its complete and concise treat- 
ment of news, through its pictures and 
maps, its features, its columns, its com- 
ics, The News has attracted more than 
2,000,000 families daily, more than 


3,700,000 Sunday. Except for arbitrary 


NEW YORK'S _ fa} PICTURE NEWSPAPER 
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NEWS 





curtailment because of paper shortage, 
both daily and Sunday circulations 
would be much higher. 

When the war is won and post-wat 
problems confront you, these millions 
will be important. These are the peo- 
ple who make public opinion. These 
are the people who should know about 
your problems of labor, costs, taxes, 


government control, policy, marketing. 


WHEN PAPER is again available, tell 
your story to the people. In New York 
The News audience is the public. 
Seven out of ten New York families 
read The News. So make your public 


relations public—in The News! 
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FOREIGN Countries 
Present BIG MARKET to 
Manufacturers and 
Suppliers of Telephone 
Equipment, Tools, Etc. 


* 


TELEPHONE ENGINEER 
& MANAGEMENT 


"The National Telephone Magazine” 
Published monthly since 1909 


.. Offers excellent coverage in the following 
countries...in addition to its huge reader 
group in the United Stales and its pos- 
sessions. 


Africa Costa Rica Iran 

Argentina Ecuador Mexico 

Australia Egypt New Zealand 

Barbados England Panama 

Bolivia Guatemala Peru 

Ceylon Honduras Russia 

Chile India Sumatra 

Colombia Ireland Uruguay 
Venezuela 


WITH VICTORY... 
suspension many other 
placed back on this list. 


. and lifting of postal 
countries will be 


i postal card will bring sample copies 
and advertising rates 


TELEPHONE ENGINEER 
& MANAGEMENT 


7720 Sheridan Road, 


Chicago 26 


CY@Q©ENWE) 





Setting A 
Fast Pace 


Tremendous developments 
are taking place in the wood 
working field and Wood 
Products is the one publica- 
tion serving the entire trade 
that is consistently depended 
upon by plant managers to 
keep them abreast of all 
happenings that may have a 
bearing on the present and 
future of the industry. 





— 
@ For Detailed 


Reference Data 


THE MARKET 
DATA BOOK 
Business 
Publications 
Edition 











WOOD PRODUCTS 
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machinery and parts gravely needed 
by our fighting forces. Technical 
schools and specialized training divi- 
sions in the Army and Navy tangled 
with the problem of integrating all 
the myriad instruction sheets, charts, 
terms, manuals, and diagrams pre- 
pared by hundreds of companies. 


Manuals Helped Industrial 
Workers Too 


It was the work of military and 
civilian personnel of the Army and 
Navy to find the most efficient meth- 
ods of collating scattered plans and 
interpretations of the problem. This 
was particularly true with the Army 
Air Forces and the Navy Bureau of 
Aeronautics who, in_ collaboration 
with the Air Council of the United 
Kingdom, drew up the present AN 
Specifications which have proved the 
effectiveness of standardization. 

For the past few war years, tech- 
nical instruction manuals and parts 
catalogs have been prepared by the 
team work of military and civilian 
experts and publishing men. Millions 
of copies of manuals go to service 
men and mechanics, including instruc- 
tional manuals for their training as 
well as visual aids used by shop per- 
sonnel. These manuals are used by 
the United States Army Air Forces, 
the Signal Corps, the Ordnance De- 
partments, Engineers Corps and the 
Navy. To give an idea of the mag- 
nitude of the task, think of how 
many individual items you'll find in 
a Sears-Roebuck catalog. Well, the 
Air Service Command alone stocks 10 
times as many individual items as 
either Sears-Roebuck and Company 
or Montgomery Ward! 


Leading Firms Use Manuals 


Among leading firms using these 
streamlined manuals are Beech Air- 
craft Corporation, Douglas Aircraft, 
Consolidated Vultee, Hammett Elec- 
tric Mfg. Company, Automatic Elec- 
tric Company, The Dumore Company, 
Pioneer Eclipse, Crocker - Wheeler 
Turrett Division, and many more 
manufacturers, in the aircraft and air 
equipment field, the electronics indus- 
try, and the automotive field. 

Manuals include pilots’ operating 
instructions, erection and maintenance 
and structural repair manuals, and 
handbooks illustrating the operation, 
overhaul, and maintenance of motors, 
cameras, sights, power generating 
equipment, and automobile engines; 
in fact, all types of equipment where 
it is necessary to service, maintain, 
and order parts. 


New Formula Devised 


In the pioneering days of service 
manual production when no definite 


= © 
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pattern or formula had been dey ised 
the whole operation was so new th; 
publishing firms practically had 

start from scratch. It was necessay 
to develop a whole new techniqug 
and to cut the pattern for the prep 
aration of technical manuals, no 
used to train service and maintenang 
personnel all over the world. 


Now all manuals are standardized 
whether for servicing an aircraft ep 
gine, a small aircraft camera contro 
or the heater that goes in a trucl 
All bear a family resemblance j; 
makeup; and information on insta 
lation, operation, assembly, disassem 
bly, and parts numbers are alway 


found in the same section of eac 
manual. 
The best manuals used today af 


well-illustrated, clearly-captioned an 
stripped-for-action, with no unneced 
sary verbiage and with pictures tellin 
the story whenever possible. <A typ 
cal service manual is as easy to rea 
as an illustrated newspaper. It lead 
off with an introduction, explainin 
what the equipment does, and follow 
with a description of the type of m 
tor, current used, etc., as well 4 
details concerning separate assemblic 
Next come instructions for its insta 
lation and preparation for use, fo 
lowed by operational principles wit 
full explanations to why it works 
it does. 

Service inspection, maintenance a 
lubrication are explained next. Ever 
possible thing that could go wron 
is fully considered, and symptoms 
well as remedies are spelled out a 
supplemented with comprehensive 
lustrations. The manual leads on ' 
overhaul, disassembly, cleaning, test 
ing, inspection, repair, and final test 
ing. The parts catalog section, 10 
group assembly and numerical listing’ 
keeps parts distinct and separate ! 
ease in use and conservation of tn 


Industry Will Demand Manuals 





By this time many manufacturer 
distributors, and dealers have had 
taste of these services and realize © 
inestimable aid they furnish to indw 
try in its reconversion problems. bv 
even they can only hazard a guess? 
to their long-term value. My predi 


tion is that when up-to-date servi 
manuals and visual training aides © 
be made available to all of indust 


they will prove as much of a boon 
speeding up America’s peacetime 0 
struction efforts as they have prov! 
a life-saver in the current p¢ od | 
destruction. Industry endorses 
service today—it will deman« 

morrow! ; 
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(th 
f nniversary 
VI24-ADVY4 


As we reach this milestone in our business progress 


we are happy to have been a part of American in- 


dustry fo 


r 20 years. 


We appreciate the loyalty and support of those 


who serve with us. We thank all with whom we 


have done business, all who have helped make our 


past efforts successful. 


We pledge that we will continue to uphold the 


principles of sound industrial advertising. 





CLASS AND INDUSTRIAL ADVERTISING 


23 


~ 


Members 


() Park Avenue * New York 17, N. Y. 


,_ 4.4.4. 4., 4.8.C., C.C.4., NI. a. A. 
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CLIENTS 


AMERICAN COILS COMPANY 

THE BABCOCK & WILCOX CO. 

THE BABCOCK & WILCOX TUBE CO. 
EDW. S. BURKE 

CARILLON CERAMICS CORPORATION 
CLEMSON BROS., INC. 

CLEVELAND TWIST DRILL CO. 

RALPH C. COXHEAD CORPORATION 
CREST MANUFACTURING COMPANY 
DIEHL MANUFACTURING CO. 
JOSEPH DIXON CRUCIBLE CO. 
DOUGLAS MACHINERY CO. 

THOMAS A. EDISON CO. 
FOOTE-PIERSON COMPANY 
GENERAL CERAMICS COMPANY 
GENERAL CERAMICS & STEATITE CORP. 
GIFFORD-WOOD COMPANY 

EMIL GREINER COMPANY 
HANSON-VAN WINKLE-MUNNING CO. 
INTERNATIONAL EXPOSITION CO. 
IRVINGTON VARNISH & INSULATOR CO. 
MAGOR CAR CORPORATION 
WALTER MAGUIRE COMPANY 
MASTER RULE MFG. CO., INC. 

NEW BEDFORD CORDAGE COMPANY 
THE NITRALLOY CORPORATION 

O. Z. ELECTRICAL MFG. CO., INC. 
RAILWAY TRACK-WORK COMPANY 
RICHARDSON SCALE COMPANY 
ROYCE CHEMICAL COMPANY 

SOLAR CAPACITOR SALES CORP. 
SOLAR MANUFACTURING CORP. 
SPEER CARBON COMPANY 

SPEER RESISTOR CORPORATION 
VICTOR SAW WORKS, INC. 

THE WATSON-STILLMAN CO. 

WETTER NUMBERING MACHINE CO. 
WHITTAKER, CLARK & DANIELS, INC. 


DAVID T. ABERCROMBIE CO. 
AMERICAN METAL MARKET 

C. B. COTTRELL & SONS CO. 
ELECTRICAL EQUIPMENT 

WILLIAM C. HERRICK INK CO. 

METAL INDUSTRY PUBLISHING CO. 
NEW ERA MANUFACTURING COMPANY 
VULCAN PROOFING COMPANY 
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to reach the 

Product Cleaning 
and 

Painting Dep’ts 


of industry ... 








USE advertising space in this 20- 
year-old publication, known from 
coast to coast as the finisher's guide 
to up-to-date methods and greater 
efficiency in product cleaning and 
painting. 


IT is read by the key men who in- 
fluence the selection, purchase and 
use of paints, equipment and sup- 
plies—paint shop and finishing de- 
partment foremen, production super- 
intendents, designers, chemists, pur- 
chasing agents, company executives. 
Sample copy, rate card and circu- 
lation data on request. 


Cc 
io rcls oststal 


FINISHING 


1142 N. Meridian Street, Indianapolis, indiana 














TODAY -—the thousands of small 
warcraft, the thousands of young 
Americans who are operating them 
through dangerous waters are mak- 
ing an invaluable contribution to 
Victory. 


TOMORROW -the great, billion- 
dollar yachting industry will make 
an equally great contribution to 
better living for thousands of Amer- 
icans who for the first time will want 
to enjoy—and who will be able 
to enjoy—America’s great leisure 
sport. Its highly developed mass 
production techniques, its enor- 
mously expanded facilities will ca- 
ter to new thousands who will have 
learned the thrill of owning their 
own boats. 


This is the great market culti- 
vated by hundreds of adver- 
tisers who have raised adver- 
tising volume to a record high 
with regular schedules in 


a 


PUBLISHING COMPANY 





YACHTING 


205 East 42nd Street New York 17, N. Y. 
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LETTERS 








TO THE EDITOR 


Readers are “invited to use this department in which to express their views 
subjects which have been treated in these pages or any which may be 
interest to industrial marketing men. Correspondence for publication must 
signed as a matter of good faith, but identity will be withheld if reques 















WE'RE GLAD YOU LIKE IT 


To tHe Eprror: I have been re- 
ceiving INpUsTRIAL MARKETING for 
quite a number of years and I wish 
to say that the cover on the July 
issue is easily the best I have ever seen 
on this publication. 

M. J. DoNAHUE, 

Fluid Heat Division, Anchor Post 

Fence Company, Baltimore, Md. 


To tHe Eprror: The new type 
dress is a refreshing change. I partic- 
ularly like the handling of the cover. 
The slanted lettering has plenty of 
action; gives the publication a lively 
tone, yet good restraint. The whole 
get-up invites reading. 

A. J. Rose, 
Sales Promotion Manager, Electrical 
Manufacturing 


To THe Eprror: I have noticed sev- 
eral innovations in the make-up of 
INDUSTRIAL MARKETING and I believe 
that these are decided improvements 
although we are going to miss the 
Kauffman Script that was formerly 
used for your heads. 

Don’t know but what I liked that 
better than the face you are now 
using. I realize you are handicapped 
by lack of margins which will be 
corrected after the paper shortage has 
been relieved. 

Your new cover treatment is fine. 

Freperic I. LACKENS, 
Advertising Manager, The Hays Cor- 
poration, Michigan City, Ind. 


OO 


DUTY-FREE RULING 
ON CANADIAN AD PLATES? 


To tHe Eprror: The moment I 
opened the envelope containing your 
July issue, I perceived your progres- 
sive handiwork. The improvement is 
a splendid step in the right direction 
and I want to be one of the first to 
congratulate you on the change. 

Your cover, contents page, and the 
new typography throughout are all 
very pleasing to the eye, particularly 
when, going through the issue, we 
find that none of the long accepted 
substance has been sacrificed to the 
modern dressing. Congratulations! 
interested in Keith 


I was quite 


Evans’ contribution on page 116 of t 
same issue under the sub-headi 
“Canadian Taxes,” because I am pret 
sure that the question of taxes < 
advertising plates has been satisfa 
torily resolved by Canadian publis 
ers for many years past. 

I would suggest that you or M 
Evans write a letter to Lin Crai 
manager, industrial paper division, | 
dustrial Publishing Company, Toro 
to, embodying both the question an 
Mr. Evans’ answer and ask him ¢ 
give you a couple of hundred word 
outlining the procedure followed > 
Canadian publishers in importing 2d 
vertising printing plates for the « 
purpose of reproduction j 
Canadian industrial and trade magi 
zines. 


clusive 


I am pretty sure you will find th 
there is a very sharp difference in tl 
price paid for these, if addressed } 
an American advertiser to a Canadia 
publisher as contrasted to the pnd 
paid by a Canadian advertiser f 
plates received from an Americ: 
producer where the plates are to 4 
used for advertising or catalog wor 








I would not be too surprised if y 
found that there is a duty-free rulit 
in this connection, and the inform 
tion would be decidedly interesting ‘ 
industrial marketers south of the bor 
der. 

A. P. Darcel, 
Advertising Manager, Crane Limite 
Montreal, Que., Canad 
Editor's Note: IM is following Mr. Darce 
suggestions and will endeavor to pres 
shortly further information on the ques’ 

of taxes on advertising plates. 
— 

ODE TO A PROOFREADER 

To tHe Eprror: The other a} 
read an article, the tenor of whi 
was that even the best tempered p> 
ple in the world can be infuria 
by the misspelling of their names. 
suppose the reason is that it se 
to argue not being, after ail, 
well known. 

I am not one of the best 





temper 


people in the world, so you “™ 


imagine that my delight in havi 
my picture published in your J! 
issue on page 38 was cons jerab 
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1. EXECUTIVES WHO wish to discover the 
leading magazine in the business might 
consult ouija... 





headin 
nh prety 
ixes @ 
;atisfad 


publish 


or M 
Craig 
10n, In 
Toron| 
1On an 
him ¢ 
1 wor 
Ww ed b 
ing ad 
the «3 2. OR YOU might toss up three or four, 
tion and pick the one which strikes you most 


magq forcibly. (Risky business!) 





3. STILL ANOTHER way would be to obtain 
a sample of public opinion. (This is apt 
to lead you way off course!) 

nforn 
sting t 
the b 
RCEI . BUT THE SUREST, quickest way to select 
mn the leader is to sift the claims of all, get 
eee the facts, and pick NATION'S BUSI- 
NESS! Because .. . 





e It has largest business circulation 





day ne mn 
whi e It has greatest reader response 
. d pe 
f uriate e It costs less per reader 
—_— 
Ties. 
t seen 
Tt hoose the leader. 
; eee 
np tes—detailed and interesting—are available to support all NATION’S BUSINESS 
» iw phone any Nation's Business ofice—New York City 17, 420 Lexington Avenuc, 
. a +30) ; Chicago 3, 38 South Dearborn, (Central 5046) ; Cleveland 15, 648 Hanna 
havi... berry 7850); Atlanta 3, Walrer Meeks, 101 Marietta, (Walnut 6674); San 
, oe Blanchard-Nichols, 100 Bush Street, (Garfield 8930); Los Angeles 12, Blanchard- 
J BNe:., South Hill Street, (Michigan 3466) ; Washington 6, 1615 H. Street, N. W., 
jerad 7 
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DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 

MEDICAL JOURNALS 

POPULAR MAGAZINES 

WOMEN’S MAGAZINES 

JOURNALS OF ALL SORTS 
are saying about you, your 


company. your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 








% The Only Magazine 
Reaching the Manufacturers 
of Sleeping Equipment... . 








... » Read Each Month By 
Management of Those Firms 
Accounting For Over 90% 
of the Bedding Industry’s 
$140,000,000 Annual Volume 


BEDDING 666 Lake Shore Drive 


Chicago 11, Illinois 
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diluted by the scrambled spelling of 
my name. But at that, I guess | 
needn’t feel too badly because you 
got the wrong middle initial for Wal- 
ter Bennett and you put an “e” on 
the end of Alex Osborn’s name and 
surely he has been a pretty prominent 
guy in the ad business for a lot of 
years. 

So thanks for printing the picture 
and the hell with your proofreader. 
C. E. T. Scuarprs, 
Durstine & Osborn, 

Inc., New York. 


Batten, Barton, 


_ 

WANTED: MORE BY NEFF 
To tHe Eprror: Recently I wrote 
you for a copy of the February issue 
of INpusTRIAL MarketING because I 
was interested in having the article, 
Up a Publicity Depart- 
Roland S. Neff, for my 


“Setting 
ment,” by 
files. 

When the magazine came, I noted 
at the end of the article a statement 
that “In a subsequent article, Mr. Neff 
will discuss possible news stories for 
the company and how to handle them 
effectively.” 

[ am very much interested in hav 
ing this subsequent article if it has 
been published. 

Paut O. RIDINGs, 
Director of the News Bureau, Illinois 


Institute of Technology, Chicago. 


To tHE Eprror: I happened to se- 
cure a copy of the Feb., 1944 issue 
of your magazine from Elmer Gris- 
wold, our advertising manager, and 
read with much interest the article by 
Roland S. Neff on “Setting Up a Pub- 
licity Department.” 

At the end of this article was a 
piece advising that in a future issue 
Mr. Neff would discuss various types 
of news stories. I am wondering if 
this article has been published as yet? 

Freperic B. Fitts, 
Editor, ‘‘Fenwal Thermo-Chats,” Fen- 
wal, Inc., Ashland, Mass. 


j ow-up article by 
Mr. Neff referred to in these letters will be 
of this issue. 
—_ 
REVERSAL OF A THEORY 

To tHe Eprror: You very properly 
point out in your July “O. K. As In- 
serted” that publishers can _ help 


prov ide ideas for ads. 


Editor Note: The f 


found on page 41 


Applying the “man bites dog” prin- 
ciple to this observation, ads can help 
provide ideas for publishers, too. 
Here’s an example arising from a new 
series for our client, the Simmons 
Machine Tool Corporation, Albany, 
N. Y., which is appearing in indus- 
trial magazines. 

The basic theme stresses the impor- 
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tance of taking “physical inventory 
of the condition of present machin 
tool equipment and initiating 
tematic rebuilding program, now, fo 
postwar. Reprint of one of the ad. 
vertisements is attached. 


1 SVS 





After the appearance of the first 


received a letter fro: the 


ad, we 
managing editor of one of the lead 
ing metal-working publications 











“ee 


SIMMONS Lagineered REBLILDING 


“We need a two or three-pag 
article that could carry the title, ‘Re 
converting Plant Equipment to P 


war Production.’ 


ost 


come through with 
manuscript containing perhaps 2 
practical suggestions for 
and following through on a machin 
tool rebuilding program?” 


“Can you 


setting wu 


In addition to.recognizing the ed 
torial possibilities of the subject 
the advertising, the editor has gone s 
far as to adopt the basic phase “phys 
cal inventory” without benefit 
quotes. 

Someone once said, ““There’s a 
of good editorial material in the indu: 
trial advertising pages.” 

Mack LEBLANG, 
Fred Wittner Advertising, New Yor 
>_> 





IMC REHABILITATION 
EFFORT PROGRESSES 

To tHe Eprror: I was pleased 
see in your July that out 
locally-started project of distributing 
business, technical and trade peri 





issue 


cals to war-wounded in the more thin 
255 Army Air Forces hospit 

being given some attention in 0 

advertising press. In the June 
issue of Printers’ Ink we had abov 
30 lines too. Your one and one tour® 
columns will help although I do & 
lieve the project merits more mp0 
tance that you do. (See Earl 5 .anef 
editorial in Sfeel, for June 2°, ™ 
related news story.) 














When a businege— 


NDL 
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1 sys 
ww. fo 
ad 
kc first 
mth 
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CC pag 
e, ‘Re 
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with 
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uyer , NATIONAL AND LOCAL 


Should Know What 
P ren . P one C > rare . 
RINTING PRODUCTS CORPORATION 


Can Do For Them 


Equipment and Organization is unusual Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper 
Advertising Counsel is given on Methods, Copy and Illustrations, 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce. 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars. etc. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 
tion will be promptly given. 
Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 
TIONS and COPY to MAILING. 
Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 
Business methods and financial standing are the best. which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 
standing. 
PROPER QUALITY 
because of up-to-date equipment and best workmen. 
QUICK DELIVERY 
because of automatic machinery and day and night operation. 


RIGHT PRICE 


because of superior facilities and efficient management. 


| printing connection with a large, reliable printing establishment will 
sive much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Quality. 








A large, efficient and completely 
equipped printing plant, 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 
Monotype and Ludlow type- 
setting. 


All Standard Faces 
of type and special faces, if 
desired. 


Good Presswork — 


one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 
service as fast as copies are 


completed. 


{ SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


| Printing 





Fieducls Corporalion 


THE FORMER ROGERS & HALL COMPANY) 


H. J. WHITCOMB 

Vice-President and 

Assistant Director of 
Sales 


HER ¢ ROGERS 
tirman and 


and PRINTER SPECIALISTS 


C. HOPPE irtists «*« Engravers ¢ Electrotypers 


Vice President, 
—— Chairman nie L.. ( 
oS Seeee lelephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS — W. ©. FREELAND 


\. R. SCHULZ 
resident and 
ector of lreasurer 


igement 


. HOPPE 
secretary 


sales 
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REACH KEY BUYERS 
IN THIS KEY DAILY 


By advertising in American 
Metal Market you reach 15,000 
key consumers, distributors and 


beaces 
(eee ms 








producers of metals and metal 








products (Reader survey shows 





15.000 readers of 6,000 paid 














copies). Evidence of value to 











readers is high A.B.C, renewal ase 
percentage, 86.88% at annual ' 
subscription rate of $15.00, For 
complete information, includ- 
ing markets, editorials, readers, 
advertisers. write: 





T 





circulation, 





AMERICAN METAL MARKET 
Published daily since 1899 
20 Cliff St.. New York 7, N. Y. 


‘cee eee 


pemer 





































































































The 
BAKERS 
DIGEST 


is the Industry’s Production 
Paper. Its circulation of 
5,000 reaches those baking 
organizations whose annual 
sales exceed $50,000 and 
who are responsible for 80% 
of the Industry’s total pro- 
duction. 


“ADVANCE INFORMATION” 


we like your BAKERS 
DIGEST very much and while we 
like to keep our magazine files as 
low as possible, we have found it 
mecessary to retain copies of The 
BAKERS DIGEST for our Giles on 
account of the articles which have 
special value to those bakers who 
want to know what the inside 
stories of bread-making are—what 
developments are being made, and 
the trend of advance information 
which surely becomes the trend of 
the industry at a later date.”"— 
Executive of nation-wide baking firm. 


Write for rate and other information. 


SIEBEL PUBLISHING CO. 


333 East 4ist St. 965 Montana St. 
New York 17 Chicago (4 


The Bakers Digest—The Brewers Digest 
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Rex Wadman of NBP has this 
week started informing his 200-odd 
periodical members about the project, 
and Stan Knisely of ABP will do so 
as soon as we provide the working 
scheme or outline based upon Cleve- 
land chapter’s experience. Allan Bil- 
lingsley of the AAAA has agreed to 
start it up at the next board meet- 
ing for promotion among the agency 
members. None of them seemed aller- 
gic to the fact that it was my orig- 
inal idea, and as a committee of one 
I planned and energized the project 
up to the point where we now have 
a committee composed of two agency 
men, two publishers’ representatives 
and two manufacturers’ advertising 
managers. Wilmer Cordes, vice-presi- 
dent of NIAA, will shortly apprise 
NIAA of our local findings and sug- 
gest a pattern for operation—unlike 
the last paragraph of your news story 
which suggests each chapter will do 
its own exploration work. We hope 
to provide the machinery for this, 
eliminating any experimentation by 
other chapters. Army Air Forces is 
awaiting our outline and will handle 
distribution. 

We reckon ten tons of business and 
trade papers can be collected here each 
month—of which perhaps only one 
or two tons can be used locally, the 
balance having to be transported to 
hospitals not near agencies. 

We are surveying IMC agency 
members this week. Reports on this 
will help fix quota anticipated for all 
Cleveland agencies. Local pattern will 
help set style for NIAA to follow 


- eenfield, Mass, 
without spade work. What works Greenfie . 
advertising agency, 
here will work everywhere. as Ginnie wal 
Your story was misleading in that president. 
¥ | Mr. Peplow was 
you said our committee here would ccide ” sea 
be responsible for distribution too. of sales develo 
That is an AAF job entirely, and ment of | hn A. 
automatically periodicals donated are Roebling’s Sons 
Ove nt yperty, and when Company of Tren 
government proper y; e se NN. ii and 
junked will go into waste paper rec- more recently, vitt 
lamation. No doubt most of the 200 president and get " 
; pri ger Off] | 
tons not used locally will have to be E. H. Peplow, Jr. =~ rigs OM¢ 
: . 1 . “armington alls, Beyer): 
re-distributed by air transport, and ; Tew Hart #oeee 
“idle Inc., New att Dorie 
200 tons by air is 200 tons. Obvi- ford, Conn. He is a former director of F™"'SS, 
ously very large hospitals are located the Eastern Industrial Advertisers Asso —" 
4 4 c J a > i J ai x . National mM . 
where there are no agencies to speak ciation, Philadelphia chapter of Na nal #echiev. 
¢ dl j . , Industrial Advertisers Association, 10! Th. 
a adve » centers’ con- 
of, ane arge advertising centers con which he organized and first edite > 
tributions such as Chicago, Detroit, publication, “The Eastern Indust oping 
New York, Cleveland and St. Louis vertiser. quate 
will be 90 per cent disposed of else- give 
where. Bendix Widens Program T ea 
But that is not all the story. Site Dietit, Diiien of . ul 
Where else can a wounded man get Aviation Corporation, will use — 
. . ‘ned program of business pape ion a 
a chance to bring himself up to date ee oe S oe *. 
‘ : tising as part of an overall s: Whe 
on processes and methods improved service campaign being set in n hee 
during the last three years in the bus- introduce its new “Hydrovac ieiee 
‘ z . . . aL oy ste pe 
iness or industry or trade with which power braking system a 
2 5 : . > sec ’ } t q 
he was connected? Only in the busi- Other phases of the introduct yan 
A ae Hel A wage Rees % legge 8 aed granr will include folios and b wr 
ness press Can he possiDly & current for dealers, fleet owners and ser’ actor; 
information so he can adjust himself and regional meetings. a 
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to current operations. This gues, 
whether he is a machinist, a rubber 
worker, a bank clerk, a hardware store 
clerk, a gas station attendant, or 
whatever. 

Is this true? Well, just last week 
I shipped Lamson & Sessions’ cur- 
rent advertising proofs on request to 
the University of Illinois and the Uni- 
versity of Wisconsin for reproduction 
in college class text books about to 
be published. On request! Why? Be- 
cause college texts are "way out of 
date by now. The war-wounded will 
go back to school, some of them. 
Some will not, and where will those 
go who do not find information to 
bring them up to date quickly? | 
know of no place except our business 
and trade papers where you can get 
current operating data, techniques and 
methods explained clearly and com- 
pletely. 

Twelve million men need to be 








brought up to date on their old jobs, 
or apprised of ““what gives” in the new 
jobs they contemplate. What other 
way is there, economically, to give 
them information? 
Does this help make our project 
take on new importance to you? 
Joun C. STEPHAN, 
President, Stephan National Industrial 
Advertising, Cleveland, O. 
Editor's Note: Further comment on this 


important project will be found on the 
editorial page of this issue. 


Peplow Joins Bette 


Edward H. Peplow, Jr., recently joined 
the staff of Channing L. Bete Company, 
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Analyze 
ISALES PERFORMANCE 
at a glance! 


RROW will belong to the sales 

e who today is setting up terri- 

e-staffing field forces and as- 
the facts necessary to the 
ent of marketing objectives. 

preparations for quick-devel- 
les power must provide ade- 
rd controls of the kind that 
ity to facts, charting them 
mparison and thus generat- 
‘Fact-Power” that speeds up 
analysis, coordina- 
lecisions. 


ned for production of optimum results? 

“3 Ways to Build Sales Power in 
Postwar Markets” condenses into 20 
vital pages the methods used by hun- 
dreds of organizations to get true and 
current answers to many such questions 
—the facts on which constructive and 
efficient control is based. This helpful 
booklet belongs in your briefcase. It is 
offered free of charge from our nearest 
Branch Office. 








Get this free book of 
practical ideas on 


MARKET ANALYSIS 
REBUILDING THE SALES FORCE 
THE 3 ELEMENTS OF CONTROL 


— Individual Account 
— Sales Territories 
— Branch Offices 


VISUAL SALES PRESENTATIONS 








rcentage of quota has 
i to date? Are his sales 
istributed through the 
ne? Is his salary or 
wccount status satis- 
lated to actual sales? 
lory properly man- 
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SYSTEMS DIVISION 


REMINGTON RAND 


Buffalo 5, New York 
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Md a 


> ? 


Every day, new foremen,: 
department heads and sup-_ 
ervisors are being appoint- 
ed or . Are these 
men firm friends of your 
product? (Remember —. 
their recommendations de- 
cide the purchase of 67.4°/, 
of all industrial equipment). 
The, fastest, surest way to. 

p the name and merits 


product before this 


it roup is 
, through SUPERVISION = 
ONLY magazine edited 
exclusively in their interests. 


95 MADISON AVE 
NEW YORK 16.N. Y 
















PLASTICS WORLD 


A name that counts 
with Engineer-Execu- 
tives who Design, 
Buy, Produce and 
Use plastics prod- 
ucts. Recognized by 
leading advertisers 
and agencies as a 
sound investment for 
present and post war 
business. Send for 


SAMPLE COPY and 
full facts. 


Post War 
: it will be a 
Plastics World 





Chicago « Cleveland « Los Angeles « San Francisco 
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[CONTINUED FROM Pace 130] 


Sales Manuals 


is broken down into successive oper- 
ations; standard procedures for. per- 
forming them are established, and the 
skills required of performers are de- 
tailed. Prospective workers are tested 
for aptitude, skill and _ intelligence, 
and assigned to the operations for 
which they are best fitted. Then 
come the actual training sessions, 
which may well follow the typical 
training pattern summarized in five 


words: 
1. ORIENTATION 
2. EXPLANATION 
3. DEMONSTRATION 
4. EXPERIMENTATION 
5. OPERATION 


The essence is that the learner shall 
be shown: 

1. How his part of the job is re- 
lated to the whole; 

2. Why a task is performed best 
in a particular way; and 

3. Exactly how he is to do it. Then 

4. He experiments under sympa- 
thetic, patient and informing super- 
vision, until 

5. He becomes sufficiently skillful 
to do it well enough by himself. 

Although this pattern describes the 
new type of training for mechanical 
men, you will perceive how a similar 
pattern is applicable to sales training. 
Planning the Use of Manual 

Having determined the kind and 
quantity of technical information 
your new men will need, and having 
prepared the factual sections of your 
sales manual, you are now ready to 
plan the most effective method of im- 
parting this material to the men who 
will have to use it. 

This is simply a matter of review- 
ing each point to be covered in the 
program and determining whether the 
manual text and its illustrations are 
a sufficient treatment, or whether 
some one or more of the several in- 
struments for instruction that are 
available to you will be required to 
put the point across. 

Thus you may decide that a given 
passage is amply treated verbally; that 
another is more effectively handled by 
adding a photograph or chart to the 
illustrations; that a third requires 
the showing of an object in operation; 
that still another should be supported 
by take-apart samples, cut-away 
models or exploded views; or that a 
sound-slide or movies will be most 
useful. 

Detailing the Procedure 
Your decisions will be noted in a 


point-by-point tabulation of direc- 


tives for conducting the training ses-| 


sions which I call a “training script,” 
It will be obvious that use of such 
a script assures logical and cohesive 
conduct of the sessions, avoids uncer- 
tainties about details during the pro. 
gram, and furnishes a schedule for 
adequate preparation of training mate. 
rials as well as timing. 

The accompanying illustration of 4 
training script shows how the for- 
mulae given above are applied to the 
solution of a typical training problem. 
For the purposes of this article I have 
slightly condensed an actual script 
and used the word “‘wadgit” to sym- 
bolize an automotive replacement 
part. 


[CONTINUED FROM PaGE 128] 


Women in Advertising 


the first woman member of the East- 
ern Industrial Advertisers, the Phila- 
delphia chapter of the National Indus- 
trial Advertisers Association. She 
was the first woman to hold office in 
EIA and served as Secretary from 
1935 to 1940. 

The book “Advertising Careers for 
Women” (Harper & Bros.) included 
Miss Suarez’ chapter, “I Advertise 
Chemicals.” Based on this, Printers’ 
Ink commented, “The most interest- 
ing chapters are written by women in 
the industrial advertising field.” 

During the opera season it’s pretty 
safe to look for Frances Suarez at 
every performance. In the summer 
a large part of her spare time is spent 
on the tennis court. 

But like a busman on his holiday 
you can count on her lending pub 
licity aid to a number of worthy 
causes. Right now, it’s the Philadel- 
phia Council of Defense in the paper, 
tin can, and scrap metal salvage drive 

To this, one of her assistants has 
an important line to add, “As a boss. 
she’s tops.” 





Goodrich Promotes Miller 


Jay B. Miller, sales promotion ma! 
ager, industrial products and sundries ¢ 


vision of The B. F. Goodrich Compa} 
since 1943, has been named advertising 
manager of the division in addition ! 
his present duties. 
Mr. Miller has been with Goodn 


since 1936 and was advertising J sales 
promotion manager of the sundries av 
sion until last year. 
He was on the 
Detroit Free Press 
rubber industry 


West-Marquis Gets Three 


West-Marquis, Inc., Los Angele» «ge 
has been named to handle the ad\«rtisi%§ 
for Winslow Engineering Compas», O® 
land: Martin Well, Los Ange al 


editorial stall 
before entering 
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“The center of gravity of world oil production 


to the Middle East.”’ That is the 


is shilling 
message brought back by eminent geologist 
E. L. DeGolyer from an official visit to the Per- 
ilf region. Facts back up his statement 


Sian ‘ 


pr ted expenditures of $200,000,000 in 


Sauc)-Arabia—as much more in Iraq and Iran. 
A] ew names are figuring in the oil man’s 
gazeticer—Saudi Arabia, Qatar, Trucial Oman, 
Dh: nd Abu Durba—not to mention such 
more iomiliar places as Kuwait, Beluchistan 


and k .nsu in distant China. 


lo readers of WORLD PETROLEUM every 


WORLD PETROLEU Mg 


2 WEST 45TH @ NEW YORK 19, N. Y. 
Read By Oil Executives Everywhere 


one of these oil field names is a ringing chal- 
lenge, for upon the management of the inter- 
national petroleum industry rests the responsi- 
bility for the development of these foreign 
fields. 

To you as a maker of equipment or purveyor 
of any service to the oil industry, these names, 
too, are a challenge. More production for an 
oil-hungry world is a joint responsibility—your 


responsibility, too. 
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WILL BE A BIG PETROLEUM 
FOUIPMENT CONSUMER IN 1945 











BUILDING ALONG TOGETHER 


No more eager or responsive audience 
awaits your advertising than readers of 
WORLD PETROLEUM. Through 


their interest your message penetrates 


to the most remote foreign markets. It 


covers the drilling, producing, refining 
and transporting end of the business. 
With WORLD PETROLEUM your 
intermediary, you can help build the new 


post-war world of the future. 
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N.IL.A.A. News 


A record of the activities and plans of the National 
Industrial Advertisers Association and its chapters 


PRESIDENT: Frederic |. Lackens, Advertising Manager, The Hays Corporation, Michigan City, Ind. 
HEADQUARTERS SECRETARY: Mildred R. Webster, 100 East Ohio St., Chicago |! 











Program for National Conference 
Taking Shape 

At its first national conference 
since 1942, to be held at the Edge- 
water Beach Hotel, Chicago, Sep- 
tember 22 and 23, the officers and 
conference committee chairmen of 
NIAA are planning a program full 
of helpful information for postwar 
marketing. 


Among the subjects to be discussed 
are: selection and training of | sales 
personnel; mechanical and editorial 
changes in media which might affect 
advertisers; a reader-buyer clinic, par- 
ticipated in by a purchasing agent, 
an engineer and a plant manager, 
which is expected to bring out some 
of the things a buyer wants in adver- 
tising; discussions of changes in dis- 
tribution practices and how they will 
affect industrial marketing; market 
research and how it can help with 
postwar advertising problems; a dis- 
cussion of the meaning of free enter- 
prise directed at telling how indus- 





Northern California Industrial Adver 


Herbert A. Sawin, sales engineer, YuBa. Mfg 
Other officers elected are 


Wilde, The McCarty Company 


motion, General Electric Company; secretar¥-tt@asurer, 


trial advertising men can take part 
in this important social problem; the 
growing use of films in industrial 
marketing; the influence of design on 
marketing of industrial products, and 
some detailed discussions on the tech- 
niques of advertising, including how 
to obtain an advertising appropriation. 

With the possibility of the war’s 
end being within sight by the time 
this conference is held, it promises to 
be one of the most important in 
NIAA history, and one which no in- 
dustrial advertising or marketing man 
can afford to miss. 

Committees selected by Frederic I. 
Lackens, The Hays Corporation, Mich- 
igan City, Ind., national president 
and C. N. Kirchner, Independent 
Pneumatic Tool Company, Chicago, 
president, Chicago Industrial Adver- 
tisers Association, and general confer- 
ence chairman, include: 

ASSISTANT GENERAL CONFERENCE 
CHAIRMEN: Walter M. Yogerst, Bo- 
dine Electric Company, Chicago, and 
Ray Guy, Newsweek, Chicago. 


California and Ohio Chapters Elect 


ZoZ 


“a OO --bhwHO 


s, San Francisco, elect: 
Company, new president, right, receiving gavel from retiring president V 
A. Corlett, district manager advertising and sal 
R. T. Reinhardt, assistant advertising manager, Kaiser Company, Inc 


vice-president, J 


ProGRaM: Fred G. Jones, Cream- 
ery Package Mfg. Company, Chicago, 


chairman. 


ATTENDANCE PROMOTION: A. W. 
B. Laffey, Putman Publishing Com- 
pany, Chicago, chairman. 

Pusuicity: Baird Rogers, Belden 
Mfg. Company, Chicago, chairman. 
Hoover, 
Chicago, 


REGISTRATION: R. L. 
Vogue-Wright Studios, 
chairman. 

TRANSPORTATION: C. W. Merriken 
Jr., Simmons-Boardman Publishing 
Corporation, Chicago, chairman. 


Hotret ARRANGEMENTS: J. D. 
Ayotte, Photopress Inc., Chicago, 
chairman. 


Exnuisits: S. J. Fairweather, Gen- 
eral Exhibits & Displays, Chicago, 
chairman. 

Panets: V. C. Hogren, Acme 
Steel Company, Chicago, chairman. 

FinaNce: L. J. Schanz, The Mer- 
coid Corporation, Chicago, chairman. 


Plans are being based on an at- 





liam 


pro’ 


Central Ohio Industrial Marketers, Columbus, elect new officers. Seated, left to right: J. X. Farrar, The Jeffrey Mfg. Company, 
past president; Gus K. Bowman, Byer and. B@sman Agency, new president; John Stover, John Stover Company, director. Standing 
W. F. Burgess, Dennison Engineering C@fhpany, vice-president; A. H. McReynolds, Jeffrey Mfg. Company, secretary; D. 

Mahoney, Jeffrey Mfg. Company, director; and William Arter, The Jaeger Machine Company, treasurer 
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OR many months The AMERICAN PILOT has been 


devoting its major activities to the subject of air- 


port operation. 


It has been analyzing and discussing the problems 
of management; of maintenance of aircraft; of fixed 


base operators, both in sales and services. 


It has been the pioneer in directing attention to air- 
ports and has been the only business magazine 
specializing in this phase of aviation activity. It has 
published more material on the airport question 


the American Pilot 
CHANGES ITS NAME TO 


AIRPORTS 


(Effective with the 
September 1944 Issue) 





than any other single magazine of its kind. 


To avoid confusion, we now change our name to 
AIRPORTS. 


The circulation of AIRPORTS is highly selective . . . 
hand picked to 1—Managers and Executive person 
nel of airports; 2—Operators and Dealer Services 
based at airports; 3—Municipal Authorities con- 
cerned with airport development and maintenance. 
These are the men in whose hands lies the growth 


of civil aviation, both commercial and private. 


AIRPORTS 


Management, Maintenance, Operation, Sales and Service 


Founded 1940 


Formerly The American Pilot SHIRTS 
PECIALIZE 


1170 BROADWAY 
NEW YORK 1, N.Y. 
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STEEL PROCESSING 





If you manufacture equipment or 
supplies that are used in the FORG- 
ING — STAMPING — FORMING — 
HEAT TREATING or WELDING 
industries, you can present your sales 
message directly and economically to 
those who influence the purchasjng of 
equipment and supplies in these in- 
dustries by advertising regularly in 
STEEL PROCESSING. Over 4200 
copies are distributed monthly to a 
selected list of key men in practically 
all the leading plants in the United 
States and Canada who are engaged 
in the processing of steel. Write for 
further information. 


STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa. 








The annual conference of the 
Iron and Steel Engineers will be 
held at the William Penn Hotel, 
Pittsburgh, Pa., on September 25- 
26-27. As usual the September is- 
sue of BLAST FURNACE AND 
STEEL PLANT will contain the 
program and articles of interest 
to those who will attend the con- 
ference, as well as to those who 
will be unable to attend because 
of war conditions. Your adver- 
tisement in the September issue 
will receive unusual attention be- 
cause of the steel conference in- 
formation contained in this issue. 
Make your reservation NOW. 
Forms close August 15. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 
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tendance of be- 
tween 750 and 
1000 for the 
two-day busi- 
ness session. 
The annual 
meeting and 
election of offi- 
cers will also be 
held during the 


conference. 
Music's in 

His Soul 
—Whether it’s 


air compressors 
Or pianos, it 
makes no dif- 
ference to Arno 
O. Witt, sales 
promotion man- 
ager, Schramm, 
Inc., West Ches- 
ter, Pa, and 
member Eastern 
Industrial Advertisers; he’s still inter- 
ested in music. A recent song writ- 
ten by him, title page reproduced 
here, attests to his composing ability. 
Proof of his prowess as an ad man 
can be found in the laudable job 
he’s doing for his company. 

It seems a far cry from advertis- 
Both depend 


ing to music, but is it? 
Here’s how 


largely on _ inspiration. 
the one for this sorg happened along: 

“The inspiration for | Got a Wac 
from a Wave came at the seashore as 
I was stepping gingerly from the surf 
and gazing in rapt attention upon a 
dream in a bathing suit and ignoring 
the breakers that were hitting the 
shore with real vengeance. Before I 
knew it I was slapped by a wave and 
unconsciously said, ‘What a whack 
I got from that wave.’ 


“T turned the idea over in my mind 


1GOT A WAC FROM A WAVE 


ty ARNO O. WHT 








Members of the Technical Advertisers Association of Montreal gath- 
ered on the steos of the National Business Publications’ Offices at 
Ste. Anne de Bellevue near Montreal just before dispersing to enjoy the 
outing which is part of their annual summer meeting. Golfing, fishing 
and a boat trip followed by a buffet supper were the day's activities 


and decided to create a lyric about 
it. I was persuaded to have it pub- 
lished with only one thought in 
mind, that of being able to give 
copies to friends who displayed inter- 
est.” 

Copies have been sent to Wacs and 
Waves, who in their acknowledgment 
tell of the fun they have singing it in 
barracks. 

Editor’s Note: These NIAA boys 
certainly show a remarkable variety 
of talents! 


NIAA'er Prepares Unique 
Booklet for Service Men 

Realizing that service men greatly 
miss the old home town, the folks 
in Hagerstown, Md., decided to do 
something about it. 


The mayor called on NIAA’er A. 

















HAGERSTOWN: 
-MARYLAND- 
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Meyercord Decal diagrams “stay put”! They are easy to apply, 
yet eliminate the danger present in easy-to-come-off paper and 
glue-type diagrams. They’re engineered to “stand up and take it” 
under grueling tropical sun, in the frigid arctic, in humid jungle. 
Meyercord Decals are washable te immersion will not 
destroy their legibility or adhesion! They are durable, vibration- 
proof, and can be produced in any size, design, or colors. 
Wiring diagrams...special Ordnance lubricating guides for com- 
bat vehicles ...stowage charts, spare parts listings—these are 
but a few of the hundreds of ways in which Meyercord Decals are 
serving the armed forces. Used for nameplates, instructions, and 
insignia on vessels, tanks, planes, and other combat equipment, 
they save time, money, weight and metal. Send for complete 
literature. Address inquiries to Department 71-8. 


Speed Victory -Guy War Sounds 


MEYERCORD DECALS 


The Meyercord Co...World’s, Largest Manufacturers of Decalcomania ° 
o's ee Os ee es On, Oe Ow UCEOMG @ Om @ rele @ hen a 
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Uy, ARE YOU ASLEEP 
TO WESTERN INDUSTRY? 


OUGHT D 
git = HEPARIMEW? 


Here a market which warrants your 
most intensive advertising coverage the 


The West 
not only the most rapidly expanding in 


western industrial market 


dustrial area in the country today, but it 
will also be the greatest Post-War market 


in history! 


Western buying habits have not yet been 
established. Wake up to the ¢ 
of getting in on the ground floor of this 


ssibilities 


tremendous market through advertising in 
WESTERN INDUSTRY. WI's audited 
culation offers, by far, the greatest cov 
erage of industrial buyers in the 11 Far 
Western States 


Write for FREE market data' 


WESTERN 
INDUSTRY 


a King Publication 


also publishers of WESTERN 
ole] bos ttleagiel, me. ia. k 


503 MARKET STREET 


San Francisco, California 





SALES REPRESENTATIVE 
WANTED 


In 1935 this company, in business since 
1906, commenced manufacture of a chem- 
ical specialty item which is sold to indus- 
trial plants only. Since that time over 
10,000 industrial firms have adopted this 
staple product for regular use by their 
employees. This merchandise is a ‘'con- 
sumed"’ item and repeat sales volume is 
large and regular. 


This firm has perfected a selling formula 
which coordinates the use of highly-de- 
veloped direct mail in conjunction with 
personal contacts, and produces results 
which have been uniformly successful from 
coast to coast. 


The product is a profitable one to sell, 
and the large repeat volume assures a 
continuous worthwhile income. Of the 
company's present 20 sales representatives, 
14 made from $12,000.00 to $25,000.00 in 
1943, and all made over $6,000.00. 


We are looking for a man who has had 
good sales training, and who is a good 
steady worker. To him we offer a highly 
attractive drawing account-commission ar- 
rangement, or if he can swing it finan- 
cially, an exclusive distributorship covering 
@ potentially highly productive group of 
states. 


Production on our products is unlimited, 
and priorities are not required. A letter, 
outlining your past connections stating 
age, earnings, and other qualifications, 
will receive serious consideration and the 
courtesy of a personal reply. Please state 
territory you cover, or if you would move. 


Box 274 INDUSTRIAL MARKETING 
100 E. Ohio St. Chicago !1 
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L. Gardner, advertising 
manager, Pangborn 
Corporation, and mem- 
ber of the Philadelphia 
chapter, as the man 
able to do the job. 


The booklet, whose 
front cover is illustrat- 
ed, was made to fit in 
the breast pocket of a 
regulation blouse and 
contains a_ series of 
pictures showing the 
various attractions of 
the home town. 


Unlike the usual 
thing turned out by 
the local chambers of 
commerce, the booklet 
contains “pictures se- 
lected to give a true 
cross-section of life in Hagerstown 
as it might be lived by the average 
GI Joe,” says Mr. Gardner. 


Letters from service men in Italy, 
France, England, India, and Austria 
attest to its popularity. 

Looks like this is an idea which 
other communities via NIAA mem- 


bers micht follow. 


Far-sighted "Gl" Makes 
Postwar Plans 


Recently Mildred Webster, head- 
quarters secretary, NIAA, received 


this V-mail letter from a service man 
in England. Of course, Miss Webster 
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gave him the information he re- 


quested. 

Significant is the fact that just a 
few days after the invasion, this boy 
was laying his plans for the future. 


Can it be that he and other “GI’s” 





Central New York Industrial Advertisers, Rochester, at its 
annual meeting entertained NIAA prexy Fred Lackens, who 
discussed the proposed reorganization of NIAA. In the photo 
are, left to right, retiring president, A. G. Moore, advertising 
manager, General Railway we Company, presenting the 
chapter's charter to new presi 

manager, The Pfaudler Company. Looking on si Mr. Lackens 


ent, H. R. Hanson, advertising 


have already seen the handwriting on 
the wall? 


Piper, Presidential Preference 


Robert N. Piper, advertising man- 
ager, The Cincinnati Bickford Tool 
Company, was 
elected president 
of the Cincinnati 
Industrial Adver- 
tisers Association 
at the annual 
outing meeting 
held at the Hyde 
Park Golf and 
Country Club. 
He succeeds Wil- 
liam D. Shannon, 
Allis - Chalmers 
Mfg. Company, retiring president. 

Vice-presidents named are: A. J. 
Kohn, The Schauer Machine Com- 
pany, and Walter Rybolt, R. K. Le- 
Blond Machine Tool Company. Don 
Bertke, DuBois Company, was chosen 
secretary-treasurer. 





Robert Piper 


Directors are: Joseph A. Sieber, Cin- 
cinnati Milling Machine Company; 
Thomas R. Harris, Victor Electric 
Products, Inc.; Robert H. Anderson, 
McGraw-Hill. Publishing Company, 
and J. E. Baxter, Cooperative Dis- 
plays, Inc. 


Tuthill Heads Government Relations 


Gordon Tuthill, advertising man- 
ager, Crucible Steel Company of 
America, New York, and member of 
the Industrial Advertising Association 
of New York, has been appointed 
chairman of the NIAA committee on 
government relations. 
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YOUR FUTURE 
IS IN THEIR 
HANDS 


eT SAAS, 


Unless you show people t .e th 


ee 
inking Den 
they will arrive at. contrary conclusions, 
the going difficult for you. 

Far-sighted companies—abreast of the social changes— 
are trusting to the reasoning of the people but taking no 
chances on making their own ideas dramatically plain— 


as plain as powerlul pictures can make them. 


casectezpopssae uanMe JAM HANDY 
______Irganigzation 


VISUALIZATIONS + EDUCATIONAL SOUND PICTURES + TRAINING ASSISTANCE + SLIDE FILMS 


NEW YORK 19 WASHINGTON 6,D.C. DETROIT 11 DAYTON 2 CHICAGO | LOS ANGELES 28 


1775 Broadwoy Transportation Building 2900 East Grand Boulevord 310 Talbot Building 230 N. Michigan Boulevord 7046 Hollywood Boulevard 
COlumbus 5-7144 District O61! MAdison 2450 ADoms 6289 STAte 6758 HEmpstead 5809 
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¢ ¢ © the source of daily busi- 
ness news .. . the preference 
of management men ® ® @ in 
the greatest industrial area— 
the central west. 


Chicago 
Sournal of 














































INDUSTRIAL Post-War BUILDING 
will total 500 MILLIONS 


ANNUALLY... VA 


CONTROLLED BY 


—<— ARCHITECTURAL 
7, | MEN Who read 











Pencil Points 


The Magazine of Architecture 


. is your best medium 
] K I jant ; to Apesnpy to this 
00,000 


yearly 
CHICAGO 
The biggest industry 
United States is the dairy industry 
and FLUID MILK makes up nearly 40 
of it 


PREFABRICATED HOMES 


The Journal of the Industry 
Published Monthly by 


lilumination Publishing Co., Inc. 


114 E. 32nd St., New York 16, N. Y. 
































WANTED: ADVERTISING MANAGER 


By medium-sized, established manufacturer 


in Pennsylvania Able t reate trade-paper 
ids italogs, direct-mail pieces and work 
with agency Full charge Advertising De 


partment Industrial Good post-war poss 

bilities. Give details of experience and edu 
cation, stating minimum salary desired 
Write in confidence to Box 275, INDUSTRIAL 
MARKETING, 100 E. Ohio St., Chicago, 11 











Gemmer 
Resigns Job 
and Presidency 


Stepping out 
into new pastures, 
F. L. Gemmer, 
advertising de- 
partment, Alumi- 
num Company of 
America, and re- 
cently elected 
president of In- 
dustrial Adver- 
tising Council of 
Pittsburgh, an- 
nounces his 
resignation from 
both his job and 
the chapter presi- 
dency. 





Some of the Maryland Industrial Marketers assembled before an after- 
noon of golf and swimming at its annual get-together. Standing: Vic 


Although Pitts- Craig, "Newsweek"; Tom Tredwell, “Architectural Record”; Kent Currie, 


burgh regrets 


Stanley, 


Pittsburgh Plate Glass Company; Ralph Kaye, Ferguson Agency; Ed 
“Mill and Factory"; Jack Fosdick, Reinhold Publishing Cor- 


losing Gemmer, poration; Arthur Gladmon, Pittsburgh Plate Glass Company; Herman 


they wish him Sturm, 
the best of luck Chudd Long, 
and much suc- 
cess in his new 


“Business Week’; 
Power’; 
Donahue, Anchor Post Fence Company; Herb Schuckle, Emery Adver- 
tising Company. Sitting: Lou Cahn, Cahn-Miller, Inc.; Hal Darrow, 


"Industrial Marketing”; Jack Apsey, Black & Decker Mfg. Company; 


Ronnie Simmons, Briggs Clarifier Company; 
Bert Hilberts, American Machinist"; M. J. 


position —adver- Al Ofstie, "Factory Management"; Henry Erck, Van Sant-Dugdale & Co. 


tising and sales 

promotion manager, Burndy Engineer- 

ing Company, Inc., New York. 
Steps to name a new president will 


Farran Griswold-Eshleman V-P 


Charles Farran, for the past two years 
assistant secretary and treasurer of The 
Griswold - Eshle 
man agency, Cleve 
land, has been 
named vice-presi 
dent and _ creative 
director ot the 
agency 

The newly-ap 
pointed vice-presi- 
dent has been with 
the agency for 17 
years Previously, 
he was advertising 
manager of Chand 


ler Cleveland Mo- 


Charles Farran 
tors. He is a member of the Industrial 


Marketers of Cleveland, Chapter of 
NIAA. Griswold-Eshleman is one of the 


two oldest agencies in Ohio 























bers, 


With 


Mc GRAW-HILL Why 


DIRECT MAIL LIST SERVICE 











WORRIED About LIST CHANGES? | 


Perhaps you should be—the rate of change is still 
abnormally high, BUT—users of McGraw-Hill Lists 
to worry about list changes. 

We have a department of 45 people maintaining 
which cover the fields served by our 24 


don’t have 


names 
publications. 
tention and the addresses contain postal zone num- 
guarantee our lists. 

experts agreeing that 60% of a successful 
Direct Mail Campaign is credited to the lists used, 
you are assured of good results if you use McGraw- 
Hill Lists. 

ask for the details? 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 


Because these names get 24-hour at- 


DIRECT MAIL DIVISION 








New York 18, New York 
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probably not be taken until Septem- 
ber when the chapter starts its new 
season’s activities. 


Carr Promoted at Westinghouse 


Richard C. Carr has been recently pri 
moted to manager of institutional adver 
tising of Westing- 
house Electric @ 
Mfg. Company. In 
this capacity, he 
will be responsible 
for the company's 
institutional copy, 
radio commercials, 
public relations 
production depart 
ment and for othe 
printed advertising 


Mr. Carr re 
signed as manager 
of war housing 
division of Libby-Owens-Ford Glass Com 
pany to join Westinghouse in 1943 
Previously, he was connected with the 
Sun Advertising Company and the Hix 
son-Peterson Lumber Company. 


Richard C. Carr 


Armstrong Promotes Two 


C. R. Whitmer, Jr., who has been as 
sociated with Armstrong Cork Company, 
Lancaster, Pa, for the past 13 years, has 
been named manager of the floor division 
section of the advertising and promotion 
departments and will be responsible for 
all the division’s advertising and promo- 
tion. 

William J. McGlynn, formerly assistant 
production manager, has been appointed 
assistant manager of the building mate- 
rials division section to replace Paul C. 
Bunker, resigned 














fter- 
Vie 


irrie, 


Cor- 
‘man 
any; 


lver- 
TOW, 
any; 


Co. 


em - 
1¢W 


pri 


ver 


om 


the 


Lix 


ny, 
has 
lon 
ion 
for 


no- 


ant 
ted 
ite- 








> i - 5 a der ™ wy wer 
‘ % aca a: ? 


<a 


r 
4 


an 


Photo—Birmingham Chamber of Commerce 


Blast furnaces at Birmingham, Alabama, where one may view the molten iron 
several times daily. At night the furnace fires redden the skies with a rosy glow 


A feature of the AUG!/3T 1944 issue of 


MANUFACTURERS RECORD 


The industrial development of the STATE OF ALABAMA, its iron and steel, textiles, lumber, coal 
and other minerals are reviewed with the idea of still further utilizing its resources and manufactur- 
ing facilities—1) for production to win the war and 2) to meet America’s great backlog of civilian 


requirements. 


1882 - 1944 
The MANUFACTURERS RECORD has devoted 62 years to 


the industrial development of the South. Whatever affects that 
objective for good or ill is discussed in its columns without 
fear or favor. 


“The development of the South means the enrichment of 
the nation.” 


The work of the MANUFACTURERS RECORD as the busi- 
ness authority of the South has gained wide recognition among 
business executives. It is a publication for executives. 


MANUFACTURERS RECORD’S penetrating editorials make 
it stand out among business papers, and the variety and scope 
of its reading matter appeals to men higher up who decide 
policies and authorize buying. 


Constant and widespread quotations in the press, and many 
purchases of reprints of outstanding articles, confirm the favor- 
able opinion of readers who remain steadfast in their regard for 
a publication that carries on an original work with no axe to 
grind, and no organization or special interest to serve. 


Giant plants are increasing in number in the South. Chemical 
industries, iron and steel, textile, lumber and a wide variety of 
manufacturing enterprises extend from Maryland to Texas. 


Here is a market of tremendous possibilities. It will justify 
the closest study. 


t 





uy 


A LARGE GROWING INDUSTRIAL MARKET FOR 
MACHINERY AND EQUIPMENT 


Population shifts may well influence the determination of sales 
quotas, changes in representatives and distributors, allocation of 
advertising and other matters affecting the sale and distribution 
of goods. 


The South’s metropolitan areas lead the nation in growth. 
Increases over 1940 population range up to 64 percent. 


In 1939, the latest figures available, the South’s manufacturing 
production exceeded 11 billions of dollars, over two and one 
half times the value of its agricultural products. Since then, 
30 billions of dollars of war contracts have been placed in 
Southern plants. 


Industry is expecting unprecedented expansion, and to a 
large extent the giant plants erected in the South primarily for 
war, were designed also with a view to peace time needs. 


The South will need machinery and equipment for replace- 
ment and for new plants of. many kinds. These needs will be 
met by manufacturers prepared to supply them. Advertising in 
the Manufacturers Record is essential when selling to business 
executives of the South. 


Write fer a copy of the MANUFACTURERS RECORD and 
our annual statistical review —the BLUE BOOK OF 
SOUTHERN PROGRESS, a text book on the resources of the 
South and its comparative progress. 


MANUFACTURERS RECORD 


PUBLISHED MONTHLY 


BALTIMORE 3, MARYLAND 
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Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 
than any other coal trade 
publication. 


NEW YORK 
Whitehall Blidge. 


CHICAGO 
Manhattan Bldg. 





For over SO years the leading 
journal of the coal industry 





~~ Each enjoy 
High Priority 
'. Ratings 





For 
Progressive 


ARCHITECTURAL MEN 
Read 


Pencil Points 










The Magazine of Architecture 











YOUNG INDUSTRIAL 
SALESMEN 


We think there are 2 young me- 
chanical engineers among the 
readers of this magazine who 
are itching to develop into top 
notch industrial sales engineers. 
They may or may not be selling 
industrial lines now .. . but 
they do want to carve an im- 
portant and permanent niche 
for themselves in the postwar 
period. If you are this man we 
want to talk with you. We are 
an established, progressive, 
sales and engineering-minded, 
medium sized manufacturing 
concern . the leader in our 
field. Replies will be treated 
confidentially. Box 272, Indus- 
trial Marketing, 100 E. Ohio 
St., Chicago 11. 

















\ Journal of Constructive Help 


to the Sheet Metal, Ventilation, 
Data will Air Conditioning Warm  Alr 
gladly be Heating and Roofing Trades. 


squet. 2 SNIPS MAGAZINE 


request 
5707 W. Lake St., Chicago 44, III. 
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Milestones 


in Publishing 


@ With the warning that it may find 
it necessary to eliminate all bleed ad- 
vertisements in the near future, Mc- 
Graw-Hill Publishing Company has 
announced that it will be unable to 
accept two-color bleed advertisements 
beginning with September issues of 








its business papers. 

Howard Ehrlich, executive vice- 
president, made this statement in 
connection with the ruling on color 
bleeds: 

“It is not a paper-saving measure, 
but is required because the greatly in- 
creased use of color by our advertisers 
has placed a heavy burden on our 
printing facilities, and it is impossible 
to obtain the additional press capacity 
and manpower for the extra forms 
resulting from bleed color printing.” 

With regard to the possibility of 
eliminating bleed advertisements en- 
tirely, further cut in paper for the 
fourth quarter, may make it neces- 
sary for the company to revert to one 
of its two alternatives for further 
paper conservation: ruling out bleed 
pages or arbitrarily reducing the num- 
ber of advertising pages under con- 
tract. The latter step, however, will 
be adopted only as a last resort. 


@ To provide recognition for meri- 
torious work in increasing the efh- 
ciency and production of coal during 
1944, and to provide a further incen- 
tive for doing such a job, Coal Age 
has announced the creation of its 
“Coal-for-Victory” Awards. 

Top awards will be given to any 
serialized mine or colliery meeting 
contest specifications, which increases 
its 1944 fresh-mined output of coal 
per manshift ten per cent or more 
over 1943. Another type of award 
will be presented mines increasing out- 
put by six and one-half per cent 
during the same period. 

Awards consist of framed certifi- 
cates to be presented winning mines 
with similar certificates going to 
members of the supervisory staffs. 

Coal Age has received the praise 
of C. J. Potter, Deputy Solid Fuels 
Administrator for War, for its efforts 
to increase production of this precious 
victory fuel. 


@ In an editorial in the June issue 
of the Industrial Equipment News, 
editor W. E. Irish urged all plant 





operating readers of IEN to “help 
provide factual, useful product in- 
formation for those who write thei: 
company’s advertising particularly fo 
their new and improved postwar 
product advertising.” 

In order to further stimulate this 
method of insuring helpful and in- 
formative advertising, the editorial 
was reprinted and sent to research and 
design engineers in companies 
throughout the country. 

The editorial pointed out to these 
men, that all new applications and 
improvements of company product 
originate in their departments, and 
that all information as to what uses 
the product can now be put should 
also have its source there. 

Mr. Irish made clear that the ad 
vertising department serves as a trans- 
mission agent which cannot function 
efficiently unless it is supplied with 
complete information concerning new 
qualities of the company’s products. 


@ Aim—A National Sports Digest, 
will be launched in October to cover 
the field of managed industrial recre- 
ation, treating matters concerning in- 
dustrial health and physical fitness. 
It will be slanted toward physical 
directors and industrial house organ 
editors. 

Publication offices will be located 
at 30 N. LaSalle St., Chicago. 


@ Refrigerating Engineering, pub- 
lished by The American Society of 
Refrigerating Engineers, has adopted 
a new frim size of 84% x 11% inches. 
The change took effect with July 
issues. 


@ Nelson H. Budd has been appointed 
to direct the editorial program of 
re -. 


Good Packaging, 
western packag- 
ing monthly, ef- 
fective August 1. 

For the past 
three years, Mr. 
Budd has edited 
the National 
Canners Associa- 
tion’s “Inferma- 
tion Letter” in 
Washing- 
ton, D. C., which 
post he leaves to 
assume his new duties. Prior to join- 
ing the NCA staff, Mr. Budd served 
for 13 years as editor of Canning Age, 
now The Food Packer. 

In his new position, Mr. Budd will 
have full charge of the editorial pro- 
gram of Good Packaging, including 
planning contents and supervising the 
work of staff and _ contributing 
writers. 


Nelson H. Budd 
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@ Engineering News-Record, Chem- 
ical Engineering, and Construction 
Methods, have issued rate cards an- 
nouncing higher new gross rates ef- 
fective for new advertisers July 1, 
1944, and all advertisers July 1, 1945. 
Increasing circulation, industry ex- 
pansion, and postwar growth are 
among the factors considered in deter- 
mining the higher charges. 

Provision has been made for the 
payment of a 15 per cent commission 
to recognized advertising agencies. 


@ Organized as the medium for col- 
laboration with the United States 
government in promoting American 
scientific and technical books in the 
Latin American countries, The Tech- 
nical and Scientific Publishers’ Group 
of the Book Publishers’ Bureau, Inc., 
was the result of a series of meetings 
conducted by E. P. Hamilton, John 
Wiley & Sons, Inc.; E. M. Crane, D. 
Van Nostrand Company, Inc.; J. S. 
Thompson, McGraw Hill Book Com- 
pany; G. P. Brett, Jr., MacMillan 
Company, and Mrs. Lyle McInnes, 
Prentice-Hall, Inc. 

Francis M. Turner, vice-president, 
Reinhold Publishing Corporation, 
New York, was elected chairman of 


the group. 


@ Business Week has announced a 
new page increase of $105 for single 
insertion black and white, with corre- 
sponding increases in the rates for 13, 
26, and 52-time insertions of black 
and white, run-of-publication color, 
color insert and cover position adver- 
tisements. 
New rate cards will be available. 


@ To better clarify its editorial objec- 
tives, American Pilot, published by 
The Haire Publishing Company, 
changes its name to Airports, effective 
with the September issue. 

For many months, American Pilot 
has been devoting its major activities 
to the subject of airport operation. 





MAN WANTED! 


30 to 35 years of age. 


College graduate who has aptitude for 
psychology. Must be able to analyze 
mechanical and sales problems. Pleas- 
ing personality. High 1.9. Duties: 
training of salesmen in the field, analy- 
sis of salesmen's deficiencies and cor- 
rection of same. Give complete record 
of educational and business experience 
in reply. Old established company now 
studying its sales organization and mak- 
ing plans for new blood in the post- 
war period. Box 276, care Industrial 
Marketing, 100 E. Ohio St., Chicago 
11, Mlinois. 
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NEW BOOK PUTS SALT 
ON THE TAIL OF ADVERTISING 


‘The Diary of An Ad Man by James Webb Young captures the 
elusive human qualities which make advertising successful. 


When the material in this book 
first began to appear, week by 
week, in Advertising Age, the 
reader response to it was immedi- 
ate, enthusiastic, and voluminous. 

Our editorial staff itself could 
hardly wait for each succeeding 
installment, and as it arrived it 
was eagerly passed from hand to 
hand for advance reading. 

For this is a book about adver- 
tising—and business—and life— 
different from any other ever pub- 
lished. In it one of the country’s 
best known advertising men has 
put down, day by day, for eighteen 
months, what he saw, did, felt, 
thought, and read. And putitdown 
with such a gift for words, such 
wit and wisdom, as will make you 
want to read and reread this book 
throughout your life. 

As one prominent agency man* 
wrote me: “Once in a blue moon 
there appears over the horizon a 
book about a business which emits 
flash after flash of penetrating in- 
sight. It shoots these illuminating 
flashes right through that particu- 
lar business, piercing through the 
murk of mumbo-jumbo and the 
underbrush of the basically unim- 
portant. 

“The Diary of An Ad Man does 
just that—for a business which, 
though dealing in intangibles, will 
find tangible, day-by-day guid- 
ance in these pithy case-history 
experiences, acute observations, 
and usable suggestions.” 


About the Author 
Jim Young (as he is widely known) 
has had the kind of career many 
men long for. He was, successively, 
office boy, stenographer, and mail 
order book salesman; then copy- 
writer, branch office manager, and 


Vice President for J. Walter 
Thompson Co.; then Professor of 
Advertising at the University of 
Chicago, Director of the Bureau 
of Foreign & Domestic Commerce 
in Washington, rancher in New 
Mexico, author and advertising 
consultant. He is a past president 
of the American Association of 
Advertising Agencies and a founder 
and director of the War Advertis- 
ing Council. He has traveled widely 
abroad, and for thirty years has 
been identified with many of the 
largest and most successful adver- 
tisers in this country and Europe. 


The Diary of An Ad Man brings 
you a distillation of this experi- 
ence, and of the philosophy which 
grew out of it. It is a human doc- 
ument of our times, and will, I 
predict, be referred to in the future 
as historical source material on 
the business life of our day. It is 
a book that will inspire you and 
excite you; that will make you 
chuckle and make you mad; that 
will pay you dividends in usable 
ideas, stimulated thinking, and 
pure enjoyment. 


I want to put a copy of this 
fruitful book into the hands of 
every man who has anything to 
do with advertising—or hopes to 
—because I know he will relish 
both its contents and its handsome 
format. “So I make you this offer: 
Send me your order for a copy of 
The Diary of An Ad Man today, 
and if you are not more than sat- 
isfied that it is worth all I say, I 
will refund your money and you 
can keep the book. The price is $3 
per copy, postpaid. Send for it 
now. G. D. Crain, Jr., Publisher, 
Advertising Age, 100 East Ohio 
St., Chicage 11, Ill. 


*Victor O. Schwab, of Schwab & Beatty 
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For Data on ARCHITECTURAL RECORD . 


The four pages of media data filed in 
The Market Data Book by Architectural 
Record—bound in, where they can't be 
lost—give a complete, factual presen- 
tation on the editorial policies, market, 
distribution, costs and mechanical re- 
quirements of this fine publication. 
Details are given about the back- 
ground and training of the editors, and 
a description of the magazine's pro- 





gram for the future is included. A list 
of editorial awards won in recent years 
demonstrates that plans for the future 
are based solidly on proved past per- 


formance. 


The ABC circulation analysis, rates, 
suggestions on writing copy, and a list 
of representatives make it possible to 
plan a campaign directly from this 
presentation. 


TH 
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MEDIA DATA 


Advertising Age 

Aero Digest 

Aircraft Maintenance and Operation 

American Artisan 

American Automobile (Overseas Editi 

American Aviation 

American Builder 

American Exporter 

American Lumberman 

American Machinist 

American Miller 

American Restaurant Magazine 

Architectural Forum 

Architectural Record 

A.S.M.E. Mechanical Catalog 

Associated Business Papers, Inc. 

Automovil Americano, 

Aviation 

Aviation Equipment 

Bakers Weekly 

Breskin Publishing Corporation 

Brewers Digest 

Brick & Clay Record 

Building Supply News 

Business Publishers International Corpo 

Bus Transportation 

Buyers’ Guide for Engineering and | 
in the Spanish-Reading Markets 

Caminos y Calles 

Canadian Industrial Equipment News 

Case-Shepherd-Mann Publishing Corp 

Ceramic Data Book 

Ceramic Industry 

Chemical and Engineering News 5 

Chemical and Metallurgical Engineeriaf 

Chemical Engineering Catalog 

Chemical Industries 

Chilton Publications 

Civil Engineering 

Coal Age 

Coal Mine Directory 

Coal Mining Catalogs 

Composite Catalog 

Conover-Mast Publications 

Cotton 
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Complete market data on 175 industrial 
publications are filed in The Market 
Data Book. Their publishers use this 
method of helping advertisers evaluate 
and select media for industrial adver- 


ising campaigns. They 


is made simpler and easier by use of 


The Market Data Book. 


vertisers and their agencies refer to it 


know the task 


Industrial ad- 
media. 


).|. Se The Market Data book 


constantly and call it an indispensable 
working tool. There is nothing else like 
this 450-page book when it comes to 
authentic reference material. 

Because The Market Data Book is 
unique and indispensable, make sure 
that it is readily available to everybody 
in your organization who has to work 
with facts and figures on markets and 


ARKET DATA BOOK 


CHICAGO, 11 


LOS ANGELES, 14 


SAN FRANCISCO, 4 


NEW YORK, 18 


d by 
TING 100 E. Ohio Street e Simpson-Reilly, Ltd. e Simpson-Reilly, Ltd. - 330 W. 42nd Street 
Garfield Building Russ Building 
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— Engineering Catalog Directory 
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a's Review 

leetrical Buyers Reference 

lectrical Contracting 

lectrical South 


lectricity on the Farm 

llectronics 

| Exportador Americano 

| Taller Mecanico Moderno 
gineering and Mining Journal 
wtory Management and Maintenance 
‘maceutico, El 

um Implement News 
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eet Owner 

ood Industries 
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tz Publications 

urdner Publications, Inc. 

illette Publishing Company 

nlf Publishing Company 

dware Age 

ing, Piping & Air Conditioning 
ting & Ventilating 

tttheock’s Machine Tool Blue Book 
bspital Management 

Mtustrial and Engineering Chemistry 
Mustrial Equipment News 

Mustrial Export Catalogs 

Mustria! Finishing 

Mustrial Heating 

Mustria| Marketing 

Mustrial Publications, Inc. 

Mustria! Publishing Co. 

Mustry and Power 

Pustry and Welding 
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Ingenieria Internacional 

Keeney Publishing Co. 

Machine Design 

Machinery 

Manufacturing Confectioner 

Marine Catalog and Buyers Reference 

Marine Engineering and Shipping Review 

Marine Equipment 

Mass Transportation 

McGraw-Hill Publishing Company 

Meat Packers Guide 

Mechanical Engineering 

Mechanization 

Mechannual 

Metal Industries Catalog 

Metal Progress 

Metals and Alloys 

Milk Plant Monthly 

Mill & Factory 

Mill Supplies 

Modern Industry 

Modern Machine Shop 

Modern Packaging 

Modern Plastics 

Motorship 

National Jeweler 

National Provisioner 

New Equipment Digest 

Oficina Mechanica Moderna 

Occupational Hazards 

Oil Weekly 

Overseas Buyers’ Guide for Automotive 
Distributors 

Pacific Marine Review 

Paper and Pulp Mill Catalogue 

Paper Industry and Paper World 

Pencil Points 

Penton Publishing Company 

Petroleum Refiner 

Pit & Quarry 

Pit & Quarry Handbook 

Plant Production Directory 

Power 

Power Plant Engineering 

Powers’ Road and Street Catalog 


August, 1944 


EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS 


Practical Builder 

Proceedings of I.R.E. 

Product Engineering 

Products Finishing 

Purchasing 

Railway Age 

Railway Engineering and Maintenance 

Railway Mechanical Engineer 

Railway Purchases and Stores 

Railway Signaling 

Refinery Catalog 

Reinhold Publishing Company 

Restaurant Management 

Revista Industrial 

Roads and Streets 

Rock Products 

Screw Machine Engineering 

Sewage Works Engineering 

Simmons-Boardman Publishing Corporation 

Smith Publications, W. R. C. 

Southern Automotive Journal 

Southern Hardware 

Southern Power and Industry 

Southern Pulp and Paper 

Steel sf 

Sweet’s Catalog File for the Building Market 

Sweet’s Catalog File, Engineering 

Sweet’s Catalog File for the Mechanical 
Industries 

Sweet’s Catalog File for Power Plants 

Sweet’s Catalog File for the Process 
Industries 

Sweet’s Catalog File for Product Designers 

Thomas Publishing Company 

Thomas’ Register of American Manufacturers 

Tcol and Die Journal 

Tool Engineer 

Water Works & Sewerage 

Water Works Engineering 

Welding Engineer 

Western Newspaper Union 

Wood Products 

Woodworking Digest 

Yachting 
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DONT MUTILATE 


YOUR MACAZ/INES 





When business papers and general 
magazines come into your orgoniza- 
tion don't cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


Pencil Points 


The Magazine of Architecture 
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SALES MANAGER WANTED 


Growing organization of 3000 people located 
in pleasant mid-western city wants sales 
manager to handle merchandising of indus- 
trial products enjoying established national 
reputation for quality among railroads, oil 
companies, power plants, chemical industries, 
and aircraft manufacturers 

Qualifications: 35-40 years old, married 
with children, college education (with some 
mechanical engineering training or experi- 
ence preferred), 10 years sales experience 
including 5 years supervisory experience 

Duties will include the supervision of sales 
analysis and forecast, advertising and sales 
promotion, and the management of a com- 
plete selling organization including branch 
offices in fourteen major American industrial 
centers. In reply, give age, personal history, 
business history, salary desired and personal 
photograpt All information will be held 


contidential 
INDUSTRIAL MARKETING 


Box 273, 
100 E. Ohio St., Chicago II 








Circulation and Promotion man for 
leading business paper. Direct mail 
subscription sales, market research, and 
advertising promotion work. Location: 
Cleveland. Salary open. Age preferred: 
25-40. Excellent opportunity now and 
postwar. Box 271, Industrial Marketing, 
100 E. Ohio St., Chicago 11. 
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Air Conditioning and “Re erigevation News 24 
BIPOEED “sacccccccbcccccceccececcs 147 
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*American Builder 60 
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Every producer of industrial advertising or sales promo- 
tion ideas owes it to himself to join the N. I. A. A.—the 
industrial ideas-of-the-month club. 


The local monthly meetings are ideal clearing-houses 
for the winning ideas and the best thoughts of the indus- 
trial advertising leaders. These meetings stress the fac- 
tors that make some ideas or campaigns click and others 
fail. Both individual and community industrial prob- 
lems are freely and frankly discussed. It is these forum 
discussions, as well as the many other attractive features, 
which make N. I. A. A. meetings indispensable to many 
of the brightest minds in industrial advertising and sales 
promotion, 


Get to know better the top men in the idea trade. Join 
the N. I. A. A. today. Membership is restricted to those 
engaged in the advertising and sales promotion of indus- 
trial products. If you live in or near a Chapter City, 





step in and sign up. If not, arrange with N. I. A. A. 
Headquarters to become a member-at-large. 


Either as a chapter member or member-at-large, you'll 
be kept abreast of the more effective trends in public 
relations, copy, media selection, new product develop- 
ment, market analysis and postwar planning. Check the 
N. I. A. A. advantages in the box below. Also note 
locations of the 27 N. I. A. A. chapters. 





WHAT N. I. A. A. MEMBERSHIP MEANS TO YOU 
@ N. 1. A. A. GIVES YOU an @ N. I. A. A. GIVES YOU 


opportunity to keep’ in prompt releases of all re- 
touch with general market ports, studies and surveys 
developments — with shift- made by special N. I. A. A. 
ing competitive conditions committees! 


in your own industry! 


@ N. I. A. A. GIVES YOU @ N. I. A. A. GIVES YOU 


first-rate speakers at the the privilege of exchanging 
lecal monthly meetings, the ideas with leading men in 
regional and national con- your own industry and 
ferences! many other industries! 











Here are the 27 N. I. A. A. Chapters 


Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Detroit 
Houston 


Indianapolis Pittsburgh 

Los Angeles Rochester 
Mason-Dixon “Rockford 

Milwaukee San Francisco 
Minnesota St. Louis 

Montreal Toledo 

New Jersey Toronto 

New York Western New England 
Philadelphia Youngstown 








NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


CHICAGO 11, ILLINOIS 
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LOOKIN6 AHFAD 
in BUSINESS 


Abstracting business news has 
long been an internal practice of 
our organization, because first in 
the list of agency responsibilities 
to clients is to give sound counsel 
on sales planning. Hence, we have 
digested current information on new 
products ...new production meth- 


ods... new distribution policies. 


Now we release much of this in- 
formation to our clients in a 
monthly digest... Looking Ahead 
in Business ...a thumb-nail review 
of industrial activity and recent 
product developments. Our clients 
can watch the trend of post-war 
plans and see more clearly their 
competition after the war. 


When the time comes to use 
advertising again as a time and 
labor saving tool to do alarge part 
of the salesman’s “missionary” 
work, an accurate knowledge of 
new trade conditions will be essen- 
tial. Competent advertising coun- 
sel, fortified with up-to-the-minute 
market information, will be a 
valuable hedge against costly 
advertising mistakes. 





* 
THE FENSHOLT COMPANY 
f ‘~ ADVERTISING 


F 360 NO. MICHIGAN AVE. 
Pemert® CHICAGO 1, ILLINOIS 


* 


Members of 
American Association of Advertising Agencies 
ond 
Continental Agency Network 


REGIONAL AGENCY SERVICE IN PRINCIPAL CITIES 
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Index 


without cost through 





to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
"Industrial Marketing” 


or direct from the publishers 





~~? 


38. Com posite 
dustrial 


of Business and In- 
Advertisers 

A collection of advertising messages 
carried by the Wall Street Journal 
month of April which 
points to the trend of business and in- 
dustrial advertising. 


during the 


A graph showing the Journal’s cir- 
culation by states and a comparison 
with industrial employment makes up 
the inside front cover of this com- 
posite edition which includes high- 
lights of the paper’s past. 


“American Builder’s’’ 
Surve) 


739. Inventory 

A new study containing a report of 
retail lumber and building material 
dealers’ product inventories issued by 
American Builder. Covering 43 build- 
ing materials and products, the re- 
port analyzes inventories and postwar 
requirements by the means of regional 
breakdowns and shows quantities re- 
quired to restore 1941 inventories. 
The report gives national totals by 
geographical regions. 


740. 

A compilation of Business Week’s 
New Products’ page feature “Things 
to Come” containing 39 of the atten- 
tion-getters from the series which be- 
gan this year. 


Things to Come 


Subjects covered in these pungent 
paragraphs include everything from 
soapless soap to scratchless sapphires 
and from chewing gum to railroads. 


Many of the products mentioned are 
not as yet commercially available, but 
are imaginaton-arousing in suggesting 
new uses to which they can possibly 
be put. 

Nation’s Schools” 


741. Tabulation of 


Ouestionnaire 

Showing the returns of a 12-page 
questionnaire containing 290 questions 
framed so as to accelerate school ad- 
ministrator’s thinking in terms of 
products, indicating product prefer- 
ence, product recognition, and prod- 
uct improvement recognition, this re- 
port ‘makes available to manufactur- 


| ers, a study of preference. 


Weaknesses in product presentation, 


| or complete lack of presentation are 


INDUSTRIAL MARKETING, August, 


sharply indicated. The report is based 
on a 14 per cent return. 

742. A Quick Picture of the Publi- 
cation and Field of “Heating, 
Piping and Air Conditioning” 

An illustrated survey covering the 
heating, piping and air conditioning 
markets in industrial, commercial, 
public and institutional buildings is- 
sued by Heating, Piping and Air Con- 
ditioning. 

Listing products used in providing 
the services of the industry, the folder 
shows applications of products and 
suggests possible development of new 
ones for such usage. 

A breakdown of the publication’s 
readership is given and a summary of 
editorial policies and aims is presented. 


“The De pictor”—Direct Mail’s 


Position 


743. 


With the announcement that direct 
mail will be bigger business, this two- 
color folder opens with a breakdown 
of investment figures which shows 
that direct mail holds second place 
topped only by newspapers. 

Published by Edward Stern & Com- 
pany, Inc., which feels that direct 
mail will have a potent effect in the 
postwar period, the emphasis is placed 
on the educational job performed by 
direct mail and how it can do a better 
functionary job in the future. 


724. Unpublished Data on the Pulp 
and Paper Industry. 


A copyrighted study of annual pur- 
chases of repair, maintenance, replace- 
ment and processing materials by the 
paper industry. This is the first large- 
scale compilation of its kind. Gen- 
eral industry classifications are listed 
alphabetically, with a break-down of 
type of material and amount bought 
listed under each. 

Many photographs of paper mill 
operations are included, together with 
a flow chart of the paper industry 
showing where commodities purchased 
are consumed. A brief report cover- 
ing the paper industry in the South 
together with graphs and charts, com- 
plete the study. Prepared by South- 
ern Pulp and Paper Journal. 
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Take a lesson from the mistaken thinking that mounted one-way guns 
on the Maginot Line...and on German defenses at Cherbourg. Cover all approaches available to 
your competition. Then chart your own postwar offensive with advertising guns big enough to blast 
your way to greater sales. For sales are the father of the full-time employment so vital to America’s 
future. Well-rounded advertising includes the use of fine printing, and that means Champion paper. 


Start planning immediately for the big postwar push toward lasting prosperity! 








THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 
MILLS AT HAMILTON, OHIO... CANTON, N. C. . .. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 





CIRCULATION 
THE SWEETESTA STORY EVER TOLD 





Just watch an industrial distributors’ salesman work 
sometime, and you'll see why MILL & FACTORY —the 
magazine with distributor-controlled, not canvasser -con- 
trolled, readership — has the sweetest circulation story ever 
told. Starting off from his office, after a conference with the 
sales-wise Industrial Distributor, the salesman knows just 
where he’s going.... 


y He knows (he and his more than 1200 colleagues) 
what plants are “war-babies” . . . what plants will emerge 
from war bigger and busier than ever. And calling on these 
plants weekly or oftener, he knows just who does the speci- 
fying today ... just who has the final say on orders in every 
department. 


3 What's more, he also knows... since his future 
bread and butter depends upon it...the men making the 
plans upon which tomorrow’s buying will be based. Nor 
does he keep this inside information about the executives 
playing such important roles in today’s and tomorrow's 
buying to himself! 





4 He sends this information right into MILL & 
FACTORY. Why? For the best reason in the world... be- 
cause the Industrial Distributor pays for every copy sent 
out, and naturally wants it to go where it will do him most 
good in terms of present and future orders. 


r 
J There! That's the story of MILL & FACTORY’s 
unique circulation method—the story that explains why 
you can always depend on MILL & FACTORY to give 
you up-to-the-minute coverage of the men who count in 
the plants that count, even during the periods of uncer- 
tainty and transition that accompany and follow in the 
wake of war. 


Conover-Mast Corporation—205 East 42nd Street, 
New York, 17; 333 North Michigan Avenue, Chicago, 1; 
Leader Building, Cleveland, 14. Duncan A. Scott & Co, 
West Coast Representative, Mills Building, San Francisco, 
4; Pershing Square Building, Los Angeles, 13. 


MILL‘ FACTORY 
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